








APEX SPIRAL DASHER WASHERS 


OFFER YOU A GREATER PROFIT OPPORTUNITY IN 1939 


Dealers throughoutthenationhavefound the purchaser that the new Apex Spiral 
the new Apex Spiral Dasher Washer Dasher washes ' faster, % cleaner. 
the easiest of all washers to sell. It's e With Apex you spend less time 

easierto sell because per prospect and make more sales... 
<t SP IRA, Apex dealers are and when you make more sales your 


~ % provided with profits increase. 
RN Ss positive proof We invite you to write at once for full 
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that quickly particulars... Let us show you how 
convinces Apex will increase your sales in 1939. 
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Year's End 


INETEEN thirty eight was a 
N tough year for the electrical 

appliance business. Although 
there has been some pick up toward 
the end of the year, losses instead of 
profits are the rule. Few major ap- 
pliance manufacturers will get through 
without losses. And this holds true 
for the great part of the retail trade. 

Too many dealers also are ending 
1938 in red figures. The losses both 
of manufacturers and retailers are due 
in part only to the terrific decline in 
volume, in former years an equivalent 
volume has produced excellent profits. 

The loss in volume from 1937 is 
certainly a blue picture. Let us look 
at the three major appliances—wash- 
ers, ranges and refrigerators. Of 
these three basic appliances, manu- 
facturers reported shipments in 1937 
approximately 4,300,000 units, having 
roughly a return to the manufacturer 
of $298,000,000. In 1938 manufactur- 
ers will have shipped approximately 
2,700,000 of these appliances with an 
approximate return of $180,000,000— 
a difference of 1,600,000 units and 
$118,000,000. 

Retailers show nearly as great a de- 
cline in dollar return, although a 
smaller loss in units turned over. Tak- 
ing into account the heavy inventories 
that were carried over from 1937 into 
1938, it can be estimated that dealers’ 
sales in units for 1938 were about 800,- 
000 less than 1937. A liberal estimate 
‘of retail value for 1937 dealer sales is 
around $500,000,000. On the same 
basis, their total retail value in 1938 
was a little more than $400,000,000—a 
loss of something more than $100,000,- 
000 in retail billing to the retailer. A 
shrinkage of about 20 per cent for the 


the great mail order houses with their 
great aggregation of retail stores. It 
is part of their basic policy to offer 
reliable merchandise at low prices. It 
is part, also, of the policy of many 
department stores to compete in price 
with these mass outlets. It has there- 
fore been necessary for the whole trade 
to adjust itself to the price competi- 
tion existing between these gigantic 
operations which cannot afford to 
allow one or the other to have the 
advantage. 

Manufacturers under this pressure 
have made heroic efforts not only to 
provide large outlets with competitive 
merchandise, but to provide low price 


_ scales with living margins for the 


smaller retailer. It has been a process 
in which few manufacturers have been 
able to stand against the general 
trend, and the consequences can be 
read in the report of losses, or at best, 
inadequate profit returns. 


Of National Concern 


T is not likely that we shall see any 
relief from this price competi- 
tion and price pressure exerted by 
both the mail order chains and large 
department stores in major electrical 
appliances. On the other hand, there 
seems to be no indication that this 
pressure is likely to be radically in- 
creased from these sources. It is, 
therefore, the more dismaying to see 
the threat of price pressure on a major 
electrical product coming from a new 
source. I refer to the program said 
to be under consideration by the Con- 
solidated Edison Company of New 
York to obtain for the metropolitan 


JANUARY 





destructive, due to the peculiar char- 
acteristics of the New York market, 
and because price cutting on small ap- 
pliances and small radio sets is not 
uncommon anywhere. 


UT the refrigerator is an entirely 

different proposition. If the price 
of refrigerators is drastically reduced 
in New York by a powerful interest, 
strongly advertised, widely publicized, 
the shock can hardly fail to be felt 
throughout the country as a whole. 
The dealer in Cedar Rapids will feel 
it just as surely as the dealer in White 
Plains. 

The Consolidated Edison Company 
is certainly a powerful factor. It 
serves about two million domestic cus- 
tomers—and its advertising circulating 
within the area dominated by the New 
York market directly influences at 
least as many more buyers. 

Consolidated Edison is said to expect 
a sale of 100,000 refrigerators in six 
months if the low price can be secured. 
This volume on a system with nearly 
ten per cent of all the urban domestic 
customers in the country should be 
easily obtainable on regular priced re- 
frigerators with the kind of promotion 
and cooperation with this company can 
easily give. The low price objective, 
in other words, seems unnecessary to 
reach the volume objective. 

The refrigerator together with the 
washing machine provide the main 
sustenance for that important indi- 
vidual—the electrical appliance dealer. 
And if refrigerator prices are at- 
tacked, margins and operating dollars 
and profits are also under fire. This 
applies to distributors and manufac- 
turers as well as to dealers. If such a 
condition is brought about, there 
hardly can fail to be resentment on 
the part of these independent produc- 
ing and distributing units that might 
express itself in retaliation. 

It would be a bad thing for the 
industry if trade resentment would 
revive the anti-merchandising and 
anti-utility legislation which only a 


spiral retailer and about 33 per cent for the New York area refrigerators of 5 and Sew yours age wee introduced —_ 
manufacturers. possibly 6 foot sizes, to be sold under large number of states; but it 38 Ch- 
aner. The forecast for 1939 in these three $100. tirely possible that such agitation 
time lines, as in all other appliance lines, is The refrigerator plan has grown out might result. 
for an improvement in volume. But of the success which this company It should ae be forgotten that the 
2S. RY : . +s Oklahoma Anti-Utility Merchandisin 
for producer, distributor and retailer, a has had in merchandising the so-called y & 
your general betterment of prices is far package. These packages consist of an ees haege eseedhe-agatar. a Se 
more important than an increase in I.E.S. floor lamp, a radio set, a toaster islation was the result of dealers Nie 
unit volume. and an automatic iron, all of recog- SCREENERS 88 the pee Cog penetiees 
yr full nized makes, sold at a price of $24.50. of certain gas utilities. . 
how Undermining Prices These were sold through dealers at It is our yee hope “e this 
about one-half the usual profit margin, preees propose Wi go BO urther 
1939. but with a liberal bonus proposition than the stage of wishful thinking. 











RESSURE on prices, especially 
washer and refrigerator prices 
has been continuous in recent years. 
Among the leading factors making 
for lower prices has been up to now, 





and over 200,000 have been disposed of 
in a few months time. 

While the sale of these packages 
has obviously slowed the sale of 
similar appliances, it has not been 
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APPLIANCE SELLING IS EASIER WITH 
G-E MOTORS 


2 REASONS 











Consumer Acceptance 


PPLIANCE owners have been satisfied 
with G-E motors so many years that 
prospects are quick to accept them. Not 
only are G-E motors immediate proof of | 
dependable electric equipment, but they are 
another indication that your appliances are 


£ 


AY oe of high quality. See—below—the results of 
~ . (‘=| impartial surveys that show this public 
acceptance of G-E products. 


> 


Customers Buy from You Again 


OU know the value of satisfied customers—they return for other 
purchases. In addition, they’re your best advertisements. 


You can be sure that G-E motors will please your customers in every 
respect. They are quiet. They are mounted in rubber. Their rotors are 
inherently well balanced and are correctly designed. Moreover, these 
motors do not interfere with radio reception. 


They’re economical, too. Built of high-quality materials, these sturdy 
motors give many years of trouble-free service. Wearing parts are few 
and are designed for years of operation. Also, G-E motors make friends 


because they do not require attention except oiling once a year. General 
Electric, Schenectady, N. Y. 
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| 7 LINE OF COMMERCIAL REFRIGERATION EQUIPMENT 

















BEER COOLING EQUIPMENT CONDENSING UNITS CONDITIONED-AIR ICE MAKERS 
for every need 4 to 50H. P... . air-cooled, COOLING UNITS 

. water | joled ... all sizes 
y 
| 
t 
t 
f ICE CREAM CABINETS 
e complete line... all sizes 
S LL — ie 
f G-E REFRIGERATED 
“ DISPLAY CASES 


G-E REFRIGERATED 





G-E REFRIGERATED 
CABINETS for bakeries, 
florists, ete. 













SPINNER FINNED 
COOLING UNITS 






G-E REFRIGERATED 


MILK COOLERS 
for wet and dry storage 


UP ae 


7 NOW. - New Low Fite on 
G-E SCOTCH GIANT 
CONDENSING UNITS 


Rugged + Powerful « Thrifty! 
= Apat 3 ig o ad 








) REFRIGERATION FOR 


| STORAGE LOCKERS, 
| FRUIT STORAGE, ote. 
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ZIP AND MAIL TODAY! 


GENERAL ELECTRIC CO. 
Commercial Refrigeration Section DE], Nela Park, Cleveland, Ohio 


Rush complete information and details of your New Plan on the 
G-E Commercial Refrigeration Franchise Opportunity. 
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REFRIGERATORS 


1938 Sales 
1,240,000 





Saturation 
51.67%, 


1938 


WO important factors stand 
out in looking toward the 
refrigerator market. The first 
one is that refrigerator inventories are 
probably lower today than they have 
been for several years at the beginning 


1939 


While inventories in 
the hands of dealers are very difficult to 
estimate, there is a general agreement 
to the effect that the 
the beginning of 1939 


of a new year. 


inventories at 
less than 
one-third of the inventories which the 
trade carried at the beginning of 
1938. 


are 


The struggle with inventory was the 
outstanding battle of the 1938 refrig- 
erator year, and it is a fairly safe 
prediction that inventory will not be so 
great a factor in 1939. This is dis- 
tinctly favorable, since inventory ac- 
cumulation exerts its unavoidable ef 
fect on prices, special sales and othe 
market disturbances 

The second big element of the 1939 
business will be the growth of replace- 
ment. The proportion of replacement 
sales have increased steadily in the 
past several years, as is natural in a 
market with high saturation percent- 
ages, even with the excellent char- 
acter of electric refrigerators which 
gives them very long and useful life. 


Until ten years ago refrigerator 
sales were relatively small. It was 
not until 1928 that refrigerator sales 


passed 500,000 units. This seems small 
to us now, but it was a tremendous 
volume to us then. And it is these re 
frigerators, more than ten years old, 
that are now building up a trade-in 
problem and a replacement market 

It is not only the factor of use and 
wear, that is 
create replacement 


however, operating to 
market. The de 
mand for larger size refrigerators be 
more and more 
thousands of 


comes evident, and 


many refrigerators in 
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good operating condition are replaced 
because they are now insufficient in 
capacity. Reference to the accompany- 
ing chart shows an increase in yearly 
sale of the 6 to 7 cu. ft. boxes over a 
five year period. In 1934 the sale of 
6 cu. ft. refrigerators was under 20 
per cent of the total. In 1938 it will be 
well over 40 per cent of the total sales. 

A survey made a few months ago 
by Electrical Merchandising indicates 
that 16.42 per cent of the 1938 Refrig- 


erator business was on a replacement 
basis. The same survey showed a fore- 
cast by dealers that in 1939 the per- 
centage of replacement business would 
rise to 24.5 per cent of the total. 

Of the refrigerators taken in on a 
trade-in basis, many of them are resold 
“as is”, and many more are recondi- 
tioned and resold. This varies in dif- 
ferent localities, due to the facilities 
for reconditioning. But it is improb- 
able that as much as 50 per cent of 
the total traded-in is junked. 

Many communities are setting up 
programs for replacement campaigns. 
What such an activity in one commun- 
ity can do is shown by the replacement 
drive put on in Washington, D. C. 
last summer. Washington has 85 pér 
cent saturation, probably the highest 
saturated market in the country, and 
yet in this replacement campaign 3,371 
refrigerators were sold. All the trade 
benefitted, the operation being carried 
on through the Electric Institute. 
There was no problem of disposing of 
the used boxes. There was such a de- 
mand for used refrigerators in Wash- 
ington that in addition to the refrig- 
erators made available through the 
trade-in campaign, two carloads of 
used refrigerators had to be brought in 
from New York. 

Philadelphia is another large city 
making definite plans for increasing 
this replacement business, and is set- 
ting up a central service and clearing 
house to handle used refrigerators. 

New refrigerator lines now being 
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shown embody many attractive fea- 
tures and are being extremely well 
received by distributors and dealers. 
Although the producers are conserva- 
tive in their forecasts of the totals of 
next year’s business, spring refrigera- 
tion drives now planned indicate ex- 
ceptional activity on this important ap- 
pliance for the coming year. 


LTHOUGH a smaller in- 
ventory was carried over 
on electric washers than on electric 
refrigerators into the year 1938, still 
the inventories were at least 100,000 
units larger than normal. The pres- 
ence of this inventory was an impor- 
tant factor in the severe decline in 
manufacturers’ production and ship- 
ment of washers during 1938. 
Reference to the accompanying chart 
shows that manufacturers’ sales on 


wy 
- 





1929 





both gas and electric washers declined } 


more severely than retail sales. Retail 
sales being less in 1937 than the re- 
ported manufacturers’ sales, and in 
1938 at least 100,000 units greater. 

Washer prices on the average held 
up very well, although there was an 
increase in the proportion of the $40 
classification. There was also a slight 
increase in the classification of $50 
to $69.99; and a minor decrease in the 
classification of $70 and over. 

The element of replacement business 
is larger on washers than for refrig- 
erators. This is due to the fact that 
the washer is a much older appliance 
and had reached a larger volume of 
sales several years before the refrig- 
erator. 


The proportion of the total } 


business done on a trade-in and re- 


placement basis in washers approaches 
50 per cent. This calls for rather 


skillful trading on the part of the | 


dealer, in order that losses will not 


be sustained on the transaction. Where | 


the dealer, however, has put his tal- | 


ents to the handling of trade-in busi- 
ness, it has a definite element of profit. 
Of the traded-in washers, a study made 
a year ago shows that about 41 per 
cent of those traded in are junked, the 
balance being either reconditioned or 
resold “as is.” On the washers junked 
the dealer salvages relatively small 
portion of the value, and it is with 


junk washers that the dealer runs a | 


risk of loss. 

On the balance of the washers 
traded-in however, those which are 
either reconditioned and resold or re- 
sold “as is” there is a chance to make 
a profit. Furthermore, these traded-in 
washers sold at low prices extend the 
total market possibilities, reaching 
down into low income levels where the 
purchase of a new washer is not 
feasible. 

The Laundry Owners’ Association 
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tar liarit 7 ts use The 


1s¢ wash- 

ng machine 1 natural from an oper- 
iting standpoint Women know how 
work it. But with the ironer some 
practice is required. This should be 
easily overcon however bv trial 
periods and by intelligent approach to 


emonstration 

Dealers and are looking 
for additional which will round 
out their business and build up their 
volume 


have been 


| 
ines 


These additional lines some- 
times go quite far beyond the electrical 
field and even into competing merch- 
This might be a good time 
to remind these dealers who are look- 

g for additional products to sell that 


ing tor 


indise 


4 HE most dramatic develop- 
ment of the year has been the 


introduction of fluorescent MAZDA 
lamps. Commercially interesting are 
also the new MAZDA projector and 


reflector lamps 


FLUORESCENT MAZDA 


Not 


\ ( 


LAMPS 


a lighting 
iroused such widespread 


in many a year has 
development 

interest as have the 
MAZDAI1 amps 
lr} is not 

hat these 
tirely new principle 
and that they offer 


new fluorescent 
introduced last spring. 
surprising when we realize 
yurces operate on an 
of light production 


certain unique ad- 


en- 


vantages. 


Fluorescent lamps are tubular, re- 


hat the familiar Lumi- 


1 
sembling somew 


line lamps in general appearance and 
in having base contacts at both ends. 
The lamps are electric discharge 


urces since they depend upon low- 
res to produce ul- 

traviolet radiation which activates the 
fluorescent with which the 
inside surfaces of the tubes are coated. 
the 
chemical or phosphors permits the pro- 
duction of hitherto 


pressure mercury a 
chemicuais 
Proper selecting and blending of 
light in 


colored 
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the ironer offers them a large and un- 
saturated market, and an approach to 
Few 
return them as 
much volume or as good profit as a 
steady cultivation of 


it through their own customers. 
new outside lines will 
their former 
washer customers on the ironing ma- 
chine. 

That the ironing machine is capable 
of giving the dealer a good profit 
margin is shown by the accompanying 
chart that indicates the percent of 
ironer volume at different price levels. 
Over 50 per cent of the ironers sold 
in 1938 retailed at more than $80. At 
this level there is a better than average 
proht in ironers. 


unobtainable pastel tints as well as in 
pure colors. 

While fluorescent lamps open up 
new possibilities for effective use of 
colored light in many fields, it appears 
that probably one of the most ex- 
tensive and most valuable uses of the 
lamps will be to supply light of day- 
light color quality for all sorts of pur- 
poses. The spectral quality of light 
from the daylight fluorescent lamps is 
the closest approach to natural day- 
light that it has ever been possible to 
produce directly by any artificial il- 
luminant at an efficiency even 
proaching that of these lamps. 


ap- 


Like all electric discharge sources, 
fluorescent lamps require auxiliary 
equipment to control the lamp current. 
Each lamp must have its own aux- 
iliary. 

At present the lamps are available 
in four and three wattages: a 
15 watt lamp 18 inches long made in 
both 1 inch and 14 inch diameters; a 
20 watt lamp 24 inches long and 14 
inches in diameter ; and a 30 watt lamp 
36 inches long and 1 inch in diameter. 
The lengths just given include the 
sockets. 


sizes 


Although fluorescent lamps have 
been available only a few months they 
have already found application in 
many different lighting fields. The 
daylight color has proved most popu- 
lar and its extensive adoption has 
testified to the preference that many 
people have for daylight quality light. 
Installations have been made in of- 
fices, stores, factories, theatres, banks 
and many other interiors where seeing 
tasks are performed or where partic- 
ularly effective display is desired. The 
lamps are well adapted to use in in- 
direct coves and continuous troughs 
where linear sources are required. 


PROJECTOR AND REFLECTOR LAMPS 


Among the new incandescent lamps, 
none represents more of a departure 
from conventional methods of lamp 
construction than the MAZDA 
Projector lamp. This lamp embodies 
a reflector of highly accurate contour 
and a lens plate as integral parts of 
the lamp. These two parts, of heat- 
resisting glass, are molded separately 
and later fused together. The fact that 
special glass is used makes it possible 
to operate the lamp out of doors with- 
out protection from the weather. 

The lamp’s 150-watt filament is of 
special construction to insure concen- 
tration of the light source and high 
efficiency. Two types of light distribu- 
tion are available, one that concen- 
trates the light in a 25-degree beam 
for spotlight service, and the other 
that has a spread beam for floodlight- 
ing applications. (Distinguishing des- 
ignations are Projector Spot and Pro- 
jector Flood.) The lamp is equipped 
with a mechanical medium screw base. 
Flexible adapters that permit aiming 
the lamp through a wide range add to 
its adaptability. 

The applications of the Projector 
lamp are many. In show windows and 
over counters where merchandise is 
displayed it can be used to supplement 
the existing lighting and thus to build 
up the level of illumination on a single 
featured object or over an extensive 
area. In such applications the small 
size of the lamp makes it relatively 
easy to conceal behind a valance or 
other type of shield, or to recess in a 
soffit or a false ceiling. Color, when 
desired, may be obtained by using some 
of the colored lens auxiliary attach- 
ments. 

Somewhat similar in light distribu- 
tion characteristics to the MAZDA 
Projector Spot lamp is the MAZDA 
Reflector lamp. The bulb, however, is 
in one piece and is made of the same 


does 





SALES OF |. E. S. LABELED LAMPS 


Floor Models Table Models 
Units Retail Value Units Retail Value 





1938 504,660 $6,316,338 275,340 $1,200,732 
1937 419,383 «5,766,516 544,169 3,537, 
1936 358,242 «= §, 373,630 = 711,137 += 5,609, 96 
1935 190,224 2,853,360 479,579 4,199,860 
1934 61,975 929,625 255,850 2,034,000 
JANUARY, 


tional bulbs. This means that if the 
lamp is used out of doors some pro- 
vision must be made for protecting it 
from the weather. Not quite so pre- 
cisely made as the Projector lamp and 
more limited in its applications, the 
Reflector lamp is designed for use 
where low first cost is of paramount 
importance. 


TRENDS FOR 1939 


Lamp bulb sales and units in 1938 
approximately equal 1937 with the 
trend up during the last quarter. This 
trend should continue during 1939 
with ’39 thus becoming the top year 
of all time in numbers of lamp bulbs 
sold and used. 

Lighting will continue to be number 
one promotion on the part of utilities 
who are finding that five years of Bet- 
ter Light-Better Sight is resulting in a 
faster rate of acceptance month by 
month. Utility lighting organizations, 
both commercial as well as home, will 
expand during 1939 and kilowatt hours 
from lighting will reach an all-time 
peak. 

Sales of I.E.S. lamps which have 
been sharply up in the past quarter of 
1938 will continue up during 1939. By 
October, which is the 60th anniversary 
of the invention of the incandescent 
lamps, the five millionth tagged I.E.S. 
lamp will have been purchased. The 
total I.E.S. lamp sales for 1939 should 
exceed any previous year. 
lighting equipment, adaptors, pin-to- 
wall lamps, etc., should also reach an 
all-time high in 1939. 

With the onward sweep of Better 
Light-Better Sight in terms of public 
acceptance and interest in light and 
sight, the opportunity for dealers’ 
sales of proper size and type of lamp 
bulbs for light conditioning along with 
lighting equipment will see a marked 
upward trend in 1939. 

Up to the present time with an ex- 
cess of 100,000 retailers handling 
bulbs, only a handful atempted to ren- 
ler anything like a complete light con- 
ditioning service. 1939 should see ten 
to twenty thousand dealers profiting 
from a more complete service. 

Commercial and industrial lighting 
are due for a rise in 1939 and new 
light sources and new equipment al- 
ready on the market will sell gener- 
ously in the coming year. The fluo- 
rescent lamp, a plus lighting device for 
stores and industry and more partic- 
ularly as a decorative unit for restau- 
rants, theatres, architectural lighting, 
etc., offers attractive possibilities. 

If industrial production tends to in- 
crease during 1939, industrial lighting 
should be up considerably over 1938. 
Industry is ready to re-light and is 
only waiting favorable business condi- 
tions to do so. 

Street lighting and highway lighting 
will continue to increase in ’39, Light- 
ing for outdoor sports will continue up. 
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)Ranges 


HE electric range had a bet- 
ter year than the manufac- 
turers’ sales reports indicate. As 
shown on the small chart to the right, 
retail sales on electric ranges were 
higher by some 50,000 units than 
manufacturers’ sales. Here again is 
an appliance where considerable in- 
ventory was built up and carried over 
into 1938. Retail sales of ranges for 
1937 probably did not exceed 350,000, 
while retail sales for 1938 certainly 
held up to 300,000 units. 
Prices also compare favorably with 
1937 prices. From the retail stand- 
point ranges turned in a good record 





for the year. Part of this is due, un- 
questionably, to the strong promotion 
given electric ranges by the power 
companies. The reason for such power 
company promotion can be seen at a 
glance from the table below which 
shows the kw. hr. increase during 
1938 and the percentage of saturation 
in ranges, water heaters and refriger- 
ators. These are from western com- 
panies which have kw. hr. averages 
from 650 to 1807 per year. 

Casual study of this table will show 
the relation between range saturation 
and the kw. hr. average. With some 
of these companies range sales have 


EFFECT OF RANGE SATURATION ON DOMESTIC LOAD 








KW. HR. AVG. 
PER DOMESTIC KW. HR. SATURATION—PERCENT 
CUSTOMER INCREASE ater 
COMPANY DEC. 1938 DURING 1938 Range Heater Refrigerator 
Idaho Power Co 1807 280 52 22 55 
Pacific Pr. & Lt.. 1557 82 19 12 38 
Sierra Pacific Pr. . 1425 71 52 15 64 
City of Seattle. 1380 112 40 27 32 
Northwestern Elect 1344 36 40 36.2 51.2 
Portland Gen. Elect 1325 88 24 7 46 
Puget Sound P & L 1295 59 26 11 30 
en Pe O s......... 1130 63 35 5 55 
| El Paso Elect.......... 1050 98 18 11 63 
Souther Cal. Edison... 952 42 9.5 4 60 
Pacific Gas & Elect.... 900 51 8 5 40 
Montana Pr........... 822 7 20 0 55 
L. A. BureauP&L.... 820 38 4 1.2 54 
So. Colorado Pr....... 814 63 20 8 31 
Pub. Service Colorado... 650 30 ae ee 10 
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reached remarkable levels. For in- 
stance, the Idaho Power Company, 
which is shown on our table as having 
a kw. hr. average of 1807 per year: 
this company with its dealers sold in 
1938 119.2 ranges for each thousand 
domestic customers. Dealers account 
for about 60 per cent of the sales in 
this territory. 

Sales on this level indicate the possi- 
bilities of range selling. Possibilities 
which will undoubtedly become actuali- 
ties in the course of a few years. There 
now companies serving 
17,000,000 domestic customers in 
United States which have rate 
ules that make the sale of electric 
ranges practicable. And of these 
companies those serving some 11,000,- 
000 domestic customers are promoting 
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the sale of ranges in an energetic 
manner. A little paper work will 
show what would happen to electric 
range sales if all these companies with 
11,000,000 customers sold anything 
like the proportionate number of 
ranges that the Idaho Power Company 
and its dealers sold in 1938. One 
hundred and nineteen ranges per thou- 
sand customers is something like the 
industries dream. 

Gas range promotion has steadily 
increased. The introduction of. the 


Certified Performance Gas Range with 
tremendous advertising program is 
strongly competitive. However, the 
electric range continues to gain upon 
its competitor. In 1933 there were 
fifteen flame type ranges sold for every 
electric range. For 1937 this had nar- 
rowed down to four flame type ranges 
to every electric range; and for the 
first six months of 1938 this had been 
further reduced to 3.3 flame type 
ranges for every electric range sold. 
The year’s ratio cannot yet be deter- 
mined since gas range sales figures are 
not available. We are progressing. 

For 1939 an increase in electric 
range sales can be confidently fore- 
cast. Through the Modern Kitchen 
3ureau of the Edison Electric Insti- 
tute a strong national advertising pro- 
motion is scheduled for 1939. This 
will effectively place the electric range 
story before the buying public and will 
undoubtedly aid powerfully the locai 
range campaigns and promotions car- 
ried on throughout the country. 

The advertising and sales promotion 
already done by the Modern Kitchen 
3ureau have been extremely effective. 
With an excellent staff and the hearty 
cooperation of manufacturers, distrib- 
utors and power companies, this Bu- 
reau is doing the kind of constructive 
industry job that was the outstanding 
accomplishment of the old refrigera- 
tion bureau. 

The division of sales between dealers 
and utilities on electric ranges has 
reached about a fifty-fifty basis. In 
the Far West where range promotion 
has been carried on for many years 
the dealer proportion is higher. Where 
electric range promotion is young the 
utilities percentage is greater. But 
for the industry as a whole the division 
is about half and half. 

Less than ten years ago the utilities 
did practically all the range business 
and by their cooperative policies they 
have deliberately brought about the 
condition where dealers in many locali- 
ties are outselling them. 


HIS class of product which 
includes table cooking de- 
vices, electric irons, coffee makers of 
various sorts, heating pads for cold 
mornings and warming pads for cold 
feet, aggregates a large volume. 
Total in the classification of 
electrical housewares will in 1938 reach 
the large sum of $41,218,328. This 
volume bulks in dollars up on the 
major appliance level. In fact, the 
total value of electrical housewares 
comes only after electrical refrigera- 
tors, washers and cleaners. They oc- 
cupy a place with the important money. 
Housewares had rather a_ spotty 


sales 


career in 1938. They got off to a bad 
start, but ended up in a blaze of glory. 
Sales for the last quarter brought the 
year’s business up, although the total 
will be about 20 per cent under 1937. 
Sales in November and December 
would have been still higher if stocks 
had been larger. Many thousands of 
individual lost simply 
because the retailers and distributors 
did not have the goods in stock. Al- 
though these items have a particula1 
appeal as gifts, they are nevertheless, 
year ‘round merchandise, which will 
always yield a profit when properly 
displayed, promoted and sold. 


sales were 
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LECTRIC roasters—one of 

the fastest growing of the 
smaller appliance group—registered 
225,000 units in 1938 compared with an 
estimated 250,000 units in 1937. While 
showing a small fall-off in sales due 
to adverse buying conditions, the av- 
erage price of roasters showed a slight 
ncrease. At that, it is remarkable to 
consider the fact that the roaster sold 
almost as many units as the electric 
range. 

The year 1939, bids fair to start the 
roaster on its way volume 
ales. It has been incorporated into 
the promotion of the Modern Kitchen 
Bureau of the EEI and a special ap- 
has been set for 
national advertising. With spe- 
cial stimulus and with the increasing 
trade and acceptance of the 
method of cooking  con- 
veniently, a 1939 sales record of four 
hundred thousand units d 
mpossible. 

From the utility 
roaster has been 


E 


towards 


propriation aside 


this 


public 
roaster 


es not 


seem 
standpoint, the 
} 


recognized both as 


N the year 1937, the electric 
I shaver business sold an esti- 
1,580,000 units to the public 
it prices averaging around $16. Th 
represented a total business of $25 
280.000 


ited 


In the year 1938, the business was 
ymplicated by a tactors 
For one thing, instead of a half-dozer 
manufacturers in the field 


f which any 


number of 
, 
oOniv one 


was of importance— 


1 


there were at the last estimate some 


three dozen. Instead of shavers being 
sold in the gift department of depart- 
ment its 
distribution had been extended to al- 
most every conceivable outlet including 
lrug stores. 


stores and in jewelry shops, 


Instead of prices which 
hovered pretty evenly about the $15 
mark, they cavorted all the way from 
$20 to 97 cents. And instead of the 
wide disparity which might be sup 
posed to exist between a $20 item and 
one selling for less than $1, there was 
practically uniformity of design which 
added considerably to the distress of 
the potential buyer. 

Just how many of these 97-cent and 
$1.98 electric shavers were sold in 
1938 will probably remain a mystery; 
certainly they were advertised in 
impressive space by companies accus 
tomed to moving goods in large quan 
tities. Macy and Davega in New 
York are good examples. In the mean 
time, however, we must perforce look 
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a good device to approach the low- 
income cooking field and to introduce 
electric cookery by paving the way 
for the sale of a full-sized electric 
range. In this connection, Mr. Harris 
E. Dexter of Central Hudson Gas & 
Electric Company, Poughkeepsie, 
N. Y., and now chairman of the E. E. 
I. Sales Committee, has done some im- 
portant pioneering. In Mr. Dexter’s 
territory, the roaster (or “oven” as he 
prefers to have it called) has been made 
the subject of considerable study and 
sales effort. And the results he has at- 
tained among the low income customers 
in his group provides a striking ex- 
ample to the rest of the country. 

The roaster is equally valuable from 
the dealer’s standpoint. It sells at a 
fair price and is one of those products 
that helps to sell itself. A few roasters 
in a neighborhood creates a lot of talk 
and a lot of interest, and sales are 
made in consequence. The fly in the 
dealer’s ointment, however, is that 
roasters seem to be the particular tar- 
get of the courtesy discount seeker. 


at the electric shaver business as one 
in which the major manufacturers, 
making a quality, nationally-advertised 


and 


product selling in the $15 price 
range, still dominate the business. A 
fairly safe assumption, therefore, would 
be to estimate total sales at about 


1,750,000 units for 1938. This allocat- 
ng of an particular 


business where others fell off in vary 


increase to a 


ng percentages, may not appear to be 
that 
of manufac- 


turers were engaged in the business, 


Sut when it is considered 


times 


sound 
three the number 
that two or three times the number of 
distributing outlets were employed to 
sell them, that national advertising 
was used on a scale unknown previ- 
ously, that large outlets used them as 
bait to bring in customers and that the 
public were certainly made electric 
shaver conscious in 1938 as they had 
never been made before, then there is 
fair evidence for the estimate. 

Just what the business will simmer 
down to in 1939 remains to be seen. 
Obviously a number of the fly-by- 
night manufacturers are going to the 
wall; the sucker-bait angle will disap 
pear of its own weight and the three 
or four really substantial manufac- 
turers in the field will consolidate their 
respective positions for a long pull in 
what should be a profitable business 
for all concerned. Men l 


are sold 
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HE vacuum cleaner has 
held up fairly well among 
major appliances both in sales volume 
and retail value. This appliance is a 
standing example of the stability that 


is given a product by being sold 
through highly organized specialty 


sales methods. The bulk of this busi- 
ness is done by manufacturers selling 
direct to the public or through a resale 
operation with well organized, well 
trained and well directed door-to-door 
crews. 

It is probable that the losses in vol- 
ume in 1938 were chiefly in that seg- 
ment of cleaner distribution which 


operates through dealers. In other 


words, when cleaners take a licking, it 
is because dealers are taking a licking. 
If dealers pattern after direct-to-con- 
sumer sales crews and the resale crews 
of the manufacturers, they would be 
surprised at the volume in cleaner busi- 
This, of 


ness which they could get. 


course, requires that the dealer see 
that he has some good specialty sales- 
men who are ringing door bells every 
day. These salesmen have got to be 
able to make a good demonstration and 
have to be supervised to keep them 
on the job. Above all they have to 
believe that cleaners can be sold. When 
this is done, the profits on cleaners are 
bound to result. 

Cleaners, by the way, sell for pretty 
good prices and carry good margin in 
both percentage and dollars and the 
dealer that overlooks this market is 
letting good money get away from 
him. 

Hand cleaners in attractive designs 
and values have come into great favor 
in the past few years. The hand vac- 
uum cleaner is one of the most con- 
venient small appliances that a woman 
can have around the house. They, too, 
are first class dealer merchandise, sell- 
ing at fair prices with a good margin. 








HAND 
CLEANERS 


1938 Sales 
291,730 


Saturation 
No figure 








= + — = 





s ag eee [ 


—aomneese C 
Percentage change since 1929 = 





——_—_—+ 


—E 


available 








1929 1930 193) 1932 1983 134. 1938: 1936 1937 1988 


JANUARY, 








1939—ELECTRICAL MERCHANDISING 


Ele 
I 


homes i 
kitchen | 
than 35( 
in 1939. 
350,000 
350,000 
be was] 
lated fo 
sinks ar 

To d 
sinks hi 
more si 
electric 
creasing 
kitchen 
incorpo! 

The « 
service 
the elec 
In fact 
the part 
about tl 
to whic! 
electrici 
ways b 
tempts | 
these de 
built uf 


” 


ment so 
846 as 
of 218, 
of $71 
clined 
1938. 
That 
broken 
1938 re 
version 
to 193, 
burner 
to 14,4 
rect-fir 
sold as 
At p 
homes 
of ther 
heating 
automa 
The oi 
course, 
It is tl 
with s 
heating 
would 
000 ho 
new h 
with a 
should 
home 





ELEC 





1.140 


1 120 


60 


40 





138 


ler see 
y sales- 
$s every 
t to be 
ion and 
D them 
lave to 
. When 
ers are 


. pretty 
rgin in 
ind the 
rket is 
y from 


designs 
t favor 
id vac- 
st con- 
woman 
ey, too, 
se, sell- 
margin. 


ERS 


ion 
ire 
le 


SING 








T is no very daring conjecture 

that in all the 23,400,000 wired 
homes in the United States there is a 
kitchen sink. It is estimated that more 
than 350,000 new homes will be built 
in 1939—this means that more than 
350,000 new kitchens and more than 
350,000 new sinks where dishes will 
be washed and food waste accumu- 
lated for disposal. And some of the 
sinks are going to be electric. 

To date, several thousand electric 
sinks have been sold. In 1939 still 
more sinks will be replaced with the 
electric sink because of constantly in- 
creasing public realization that a 
kitchen sink is only modern when it 
incorporates the services of electricity. 

The electric sink includes electrical 
service for the washing of dishes— 
the electric dishwasher. It isn’t new. 
In fact, realization of this need on 
the part of the few pioneers brought 
about the development of mechanisms 
to which sources of power other than 
electricity were applied. As has al- 
ways been the case with initial at- 
tempts towards a better way, many of 
these devices were unsatisfactory and 
built up a prejudice perhaps stronger 


OIL BURNERS 


HE year 1938 saw 155,275 

units of oil burning equip- 
ment sold at a retail value of $47,570,- 
846 as compared to the 1937 record 
of 218,874 units sold at a retail value 
of $71,647,462. Average prices de- 
clined from $327 in 1937 to $306 in 
1938. 

That is the over-all picture. As 
broken down by Fuel Oil Journal, the 
1938 record shows that 135,646 con- 
version burners were sold as compared 
to 193,057 in ’37; that 10,943 boiler- 
burner units were sold as compared 
to 14,431 in 1937; and that 8,686 di- 
rect-fired air-conditioning units were 
sold as compared to 11,386 in 1937. 

At present, out of about 25,600,000 
homes in the United States, about half 
of them have some form of central 
heating and only about 2,835,000 have 
automatic heating—oil, coal or gas. 
The oil burner potential market, of 
course, is not these 25,600,000 homes. 
It is the homes with electric service, 
with some form of hand-fired central 
heating system. A _ close estimate 
would be a potential of about 7,000,- 
000 homes. To that must be added the 
new homes built every year which, 
with a building boom just in the offing 
should reach about a 400,000 new- 
home maximum every year for the 





among those. associated with the in- 
dustry than with the public. Today, 
however, progress has brought the 
electric dishwasher to a standard of 
performance worthy of its name. The 
users, which number 100,000 are a 
loyal group of boosters. 

The garbage disposall which is also 
a part of the electric sink is less than 
five years on the market, but has made 
great strides in the favor of the public 
in a short time. The application of 
electricity to the sink, via the disposall 
has provided the immediate disposal of 
food waste in an efficient and sanitary 
manner. 

The selling job is one of capital- 
izing the satisfaction of present elec- 
tric sink users. Prospects in plenty 
exist among old customers to whom 
appliances have been sold, those who 
promptly paid their bills, those maxi- 
mum bill users of electrical service, 
those with money to buy the things 
they want, to whom the salesman has 
sold himself, his services and the com- 
pany he represents. As customers, 
their doors are open and the selling 
job has already been partially done. A 
consistent follow up will sell them. 


next three years and then taper off to 
a norm of about 250,000 new homes 
a year. Add to that the fact, that of 
the 1,600,000 oil burners in use at the 
end of the year, about 200,000 of them 
are ten years old or more, and you 
have a replacement market that is be- 
ginning to look important. 

With even normal business next 
year, oil burner sales should show an 
increase; if the building boom really 
gets under way we should look for a 
year that will top 1936. 


COAL STOKERS 


As in other lines of electrical equip- 
ment, automatic coal stokers took a 
slight nose-dive in 1938—but the 
losses registered were not nearly so 
disastrous, A total of 90,860 units of 
automatic coal stoking equipment were 
sold at a retail value of $27,612,640. 
In 1937 the record read that 98,521 
units had been sold, worth at retail 
$31,305,926. 

By far the biggest slice of this 
stoker business was represented in the 
residential field—86,680 units being 
sold at a value of $25,397,240. These 
are the units having a capacity of up 
to 100 lbs. of coal an hour. In the 
apartment house and small commercial 
field, there were 4,180 units sold worth 
at retail $2,215,400. These are the 
units having a capacity of 100-300 Ibs. 
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With the figures for 1938 sales at 
hand, we see that coal stokers now 
enjoy a saturation of close to 400,000 
units—most of which have been sold 
in the past four years. The market 
for this equipment differs very little 
from that of the oil burner which has 
already been discussed above. Suffice 
to say that the coal stoker is closing 
up the gap between oil burner and 
stoker installations as far as numbers 
are concerned, the ratio in the next 
two or three years probably being 
evened up. 

Dealers in the specialty electrical 
field are turning in increasing num- 
bers to stoker selling; a backlog of in- 
stallation experience is having its ef- 
fect upon the public consciousness; 
and with any substantial resumption 
of residential building the coal stoker 
would seem to be headed towards 
record figures. 


OIL BURNING SPACE HEATERS 


Rapid comer in the heating field is 
the oil burning space heater. With 
more than half of the homes in the 
United States still lacking some form 
of central heating—12,600,000 out of 
25,200,000—the oil burning space 
heater is finding a ready market 
among the lower-income groups who 
cannot see their way clear to install 
an automatic oil furnace, a conversion 
oil burner or an automatic coal stoker. 

Somewhere between $200 and $300 


is necessary to invest in the oil burner 
or coal stoker. An expenditure of 
about $70 will buy an oil burning 
space heater. Last year about 200,000 
of these units were sold—well under 
the 1937 record of 480,000 units—but 
the decline was not out of proportion 
to declines in other lines of equipment. 
In addition, it must be remembered 
both conversion burners, oil furnaces 
and coal stokers were off in sales from 
1937. 

Of prime interest to readers of this 
magazine is the fact that the oil burn- 
ing space heater represents a definite 
addition to the dealer’s line. Dealers 
in increasing numbers are putting 
them in and finding that, along with 
the attic fan, for instance, that they 
represent a profitable piece of plus 
business. In the past, space heaters, 
range burners, side-arm heaters and 
similar types of equipment were sold 
by oil burner dealers in the country. 
But with the entry of the hardware 
store, the department store, the furni- 
ture store and the specialty electrical 
dealer into the business, the picture 
has been changing rapidly. It is safe 
to assume that with this broadening 
of the distribution base of oil burning 
space heaters and with the cultivation 
of this market by the manufacturers 
that sales will go on to new high 
levels. 

Saturation in the field 
about 1,500,000 units. 


is now at 


ROOM COOLERS 


ALES of unit room coolers 

—averaging about 3 horse- 
power—totalled approximately 10,125 
units in 1938. Of these, by far the 
largest per cent fell into the air-cooled 
classification—8,080 units while in the 
water-cooled bracket there were 2,045 
units sold. It should be borne in mind 
that these figures have to do with the 
larger, cabinet-type room cooler such 
as those manufactured by Carrier, 
General Electric, Westinghouse, Frig- 
idaire, and York. Figures on the win- 
dow-sill type of space cooler are ex- 
ceedingly indefinite, the manufacturers 
of this type of equipment acknowledg- 
ing that sales effort in 1938 took the 
line of promotion or education to the 
trade and the public and that nothing 
substantial in the way of sales results 
is yet to be reported. 

The water-cooled type of unit room 
cooler formerly accounted for the bulk 
of sales in this equipment. But in the 
last two or three years, with manufac- 
turers producing functioning models 
of the air-cooled type, requiring no 
connection to the installed plumbing, 
the air-cooled models have outsold the 
water-cooled by three to one. This 


was true in 1938 and accounts for the 
very considerable switch in allegiance 
on the part of the trade and the public 
to the air-cooled mechanism, 

Average retail prices of unit room 
coolers show very little change from 
the year previous except in the air- 
cooled bracket. Here, the prices have 
registered a drop from the high of 
$500 in 1937 to nearer $400 in 1938. 
A number of new companies entering 
the field helped to account for the dif- 
ference. In the water-cooled classifi- 
cation, average prices about $400. 

With the normal increase in busi- 
ness which is expected to set in by the 
spring months, it would be safe to 
hazard a guess that unit room cooler 
business in 1939 will set a new record 
for this type of equipment. The only 
conditioning element here is the 
weather. Unlike refrigerators which 
may be sold in the winter and the sum- 
mer, the room cooler, like the lowly 
fan, sells best when the weather is hot 
and there is reason to suspect that it is 
going to stay hot. Early heat waves 
may be said to have as much to do 
with room-cooler sales as any other 
factor. Some manufacturers are get- 
ting around this seasonal trend by pro- 

(Continued on page 25) 
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1929 1930 1931 1932 1933 
PRODUCT Number Retail Number Retail Number Retail Number Retail Number Ret 
’ Sold Value Sold Value Sold Value Sold Value Sold Val 
CLEANERS, VACUUM: 

Floor Type. . 1,253,202 $62,660,000 960,343 $52,818 865 686 648 $34,332,400 447 056 $17,882,240 547 536 $27 ,37 

Hand Type 142 ,543 2,150,970 209 , 996 3,168 ,839 191 ,047 2,978 ,422 110,232 1,718,516 191,818 2, 

CLOCKS 400 ,000 8 ,000 ,000 1,400,000 15,155,000 2,800,000 18,200,000 2,400,000 12,000,000 2,000,000 12, 
COOKERS & CASSEROLES 150 ,000 1,125,000 145 ,000 985 ,000 72,000 489 ,600 51,000 293 ,760 35 ,000 
FANS: 

Ceiling 74,000 3,375,000 68 ,000 3,094 ,000 41,903 1 ,843 ,732 18 ,000 558 ,000 34,950 1, 

Desk and Bracket 673 ,000 9,442 ,000 819,000 11,466,000 642 ,600 7,711,200 313 ,000 2,504,000 599 ,000 ‘= epee 

Attic Sedalia a 4e ea ans >. eestdscbiac. Lo eaneeeacane Weasel s«seeub wae © éeeaeneene (ieeee neon, 6a 

Other Vent. up to 16 in 34,000 1,073,720 29 ,000 914,500 22,800 615 ,600 13 ,800 276 ,000 15,300 
FLASHLIGHTS: 

Case 7 ,350 ,000 7 ,340 ,000 7 ,000 ,000 5,250 ,000 5,000 ,000 3,250,000 4,800 ,000 2,300 ,000 4,590 ,000 1,8 

Battery Cells 135 ,000 ,000 13 ,500 ,000 125 ,000 ,000 12,500 ,000 110 ,000 ,000 8 ,800 ,000 105 ,000 ,000 8,400 ,000 125 ,000 ,000 10, 
HEATERS, RADIATORS 303 ,000 1,893 ,750 242 ,400 1,151,440 294 , 343 1,177 ,372 178 ,700 640 ,000 184,820 
HEATING PADS 637 ,500 3,506 ,250 433 ,500 2,805 ,000 492 ,000 2,103,750 321,300 1,180,000 356 ,687 1,4 
HOT PLATES, GRILLS 347 ,000 2,010 ,000 270 ,660 1,587 ,900 535 ,000 1,337 ,500 273,140 655 ,200 392 ,490 
IRONING MACHINES 126 ,000 9 ,637 ,000 100 ,000 7 ,600 ,000 80 ,000 6,720,000 50 ,000 3,500 ,000 69,991 3, 

IRONS, Total 3,150,000 14,438,000 2,362,500 10,867,500 2,154,889 10,024,233 1,858 ,400 7,161,920 2,430,400 8, 

Automatic at aan A ares end. aneatewe eel weweeeak ak wehiawewe de ‘kee heel yack ae 

Non Automatic eee Ree er ee eet | RN ae 
LAMPS, INCANDESCENT: 

Total — All Types 634,233,000 152,960,000 575,163,000 142,545,000 565,718,000 139,753,000 553,868,000 118,367,000 617,550,000 115,7. 

Residential 128,110,000 26 , 260 ,000 124,825 ,000 25,225 ,000 130,100,000 27,659,000 126,903,000 24,442,000 128,290,000 22,91 

Commercial 155,100,000 56,100,000 160,967,000 58,000,000 160,521,000 57,948,000 160,785,000 51,113,000 161,221,000 49, 

Industrial 72,584,000 25,900,000 64,836,000 23,020,000 56,257,000 20,646,000 46,902,000 17,430,000 49,890,000 17, 

Miniature 278,439,000 44,700,000 224,535,000 36,300,000 218,840,000 33,500,000 219,278,000 25,342,000 278,149,000 26,2 
MIXERS =. ay ats ‘og PR Pe ae BE sagan. B® écaceureuds 350 ,000 6 
OIL BURNERS 119,900 73,258,900 118,650 65,257,500 94,675 49,704,375 77,950 37,571,900 85,100 33,52 
PERCOLATORS: 

Metal 1,295,800 10,341,200 856 ,500 6,632,895 399,159 3,900 ,000 201 ,600 1,696 ,000 219,000 i, 

Glass. . ent : ee epeaeecebas Seeadonvane El ataeneeee, . eee ae Codie reowene 76,000 
RADIO RECEIVERS: 

All Types. 4,438,000 592,068,000 3,827,800 332,198,000 3,420,000 212,040,000 2,620,000 124,860,000 3,806,000 130,8 

Table Models Phase Seba aeee 1,130,400 ,520 ,000 1,800,000 63,000,000 1 ,000 57,500,000 2,226,000 50, 

Consoles 2,663,400 272,678,000 1,512,000 143,100,000 577,000 60,210,000 56,000 52,219 

Phono-Radios EE EER pr ee Te: aa ee ocean I ergtacate aie deeiiiewenel th » dal cence’ 

Motor Car Sets . 34,000 3,000 ,000 108 ,000 5,940 ,000 143 ,000 7,150,000 724,000 28,5 
RADIO TUBES, Total 69,000,000 172,500,000 52,000,000 119,600,000 53,500,000 69,550,000 44,300,000 48,730,000 55,605,000 56,5 
RANGES. ... ; 152,781 25,270,000 180,000 27,000,000 115,000 18,795,000 60, 9,000 ,000 50, 
REFRIGERATORS, 

DOMESTIC. 778,000 227,176,000 791,000 217,525,000 906,000 233,748,000 798,000 155,610,000 1,016,000 172,724 
ROASTERS.. : Lance "eee eae ed Tk ~-acaeaa ee aa eh ea imieagotens aie Roce 
I, Sxinn cuR RANE 5 ORS SRR CA. Me cENGRAR OE Seem Ne | pom ire damier. Ul eee ae cae otesste oe eae at Me ee nee 

CE ctecececvtawh ctedhenenkss. sekscntewae E weanbbaves« vaste visda EH weeresseure s+0¥0ed cen ERS eseeseame “hmea sarc meemnnn name eea te eee ane 

CC RE rere rrr Tere Ts Levey T Te ae rT ere ee Leer rT eer re fer eRe 407 , 50 
SANDWICH TOASTERS ee eee ee 76 61 
SHAVERS, DRY 10,381 ae ‘ 
STOKERS: 23.21 

CE EE en ea ee ae eee, Cee eee eye 2 EE 14,212 4,26 2 26 

Apt. House ye eee 1,206 96! 1.07 

Small Commercial = > We tS 1,098 1,313; 783167 
TOASTERS, Total 1,540 ,000 8 531,000 1,263 ,000 6 946 ,500 1,281,700 5,126,000 960 ,000 3,100,000 952 ,500 5,71 Sieenp 

Automatic — erry i Shecsneened. tesecescren BE adesveesnhe. e¢cbbavee. le Beaheseasa’ «80d5ansees i ee vers ve mR 

Non-Automatic ‘ : ; ee ee Lee Pa CER ie Or er Se re 634,26 
WAFFLE IRONS 768 ,000 6,582,000 683 , 500 5,137 ,630 652 , 466 4,075 ,000 458 ,700 1,834,800 447 ,345 2,03 
WASHING MACHINES 1,121.13 

Electric 956,000 107,900,000 802,000 83,809,000 812,000 69,020,000 569,830 33,619,970 966 ,698 59, 934 "119.14 

Gas Engine 127,832 19,540,400 85,000 12,282,500 55 ,000 6,875,000 27 ,343 2,296,812 63 , 383 5,51 , 
_ Re. Se OSS ee EE See Ere rr a a OEE a Ce OA Bacon Ee 
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These figures are compiled by Electrical Merchandising, from sales records of associations and 
manufacturers and from estimates made by association executives.and leading manufacturers. 
Refrigeration figures courtesy Air Conditioning and Refrigeration News. 
courtesy Fueloil Journal. Copyright Electrical Merchandising 1939. 
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1934 1935 1936 1937 1938 
mber Retail Number Retail Number Retail Number Retail Number Retail 
Id Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
CLEANERS, VACUUM: 
722,367 $39,720,185 906,049 $50,439,748 1,149,492 $62,359,941 1,285,216 $71,984,948 1,005,800 $59,704,300 Floor Type 
246 ,009 3,835 ,280 294,891 4,270,021 361 , 461 5 ,096 ,600 421,121 5 ,798 ,836 291,730 4,282,596 Hand Type 
,100,000 13,200,000 2,310,000 8 ,940 ,000 3,000,000 12,000,000 3, ,000 12,000,000 2,500,000 12,000,000 | CLOCKS 
40 ,000 287 ,500 50 ,000 300 ,000 25 ,000 200 ,000 ,000 240 ,000 20 ,000 150, a & CASSEROLES 
55,920 1,733 ,520 40 ,054 1,457 ,788 39 ,668 1,314,200 38 ,325 1,318,380 23,761 931,430 Ceiling 
958 ,400 5,494,560 | 1,363,215 9,700,552 1,279 ,600 9,724,960 1,222,407 8,679 ,089 770 ,950 5,435,200 Desk and Bracket 
Rettines erthpeawh BP) wietstnceak! \abhauatoss bP saeieaakwas sedans 8,522 *1,095,155 10 ,946 *1 494,130 Attic 
26,780 524,600 49,110 785 ,760 70 ,752 1,185,800 86,182 1,614,188 58 ,432 1,181,495 Other Vent. up to 16 in. 
FLASHLIGHTS: 
,500 ,000 2,200 ,000 6 ,000 ,000 2,520 ,000 7 ,800 ,000 3,020 ,000 9 ,000 ,000 4,900 ,000 9,000 ,000 4,050 ,000 Cases 
,000,000 12,000,000 164,000,000 13,120,000 175,000,000 15,750,000 183,000,000 16,012,500 | 176,000,000 15,400,000 Battery Cells 
304 ,863 670 ,700 342 ,485 : 400, 900 ,000 440 ,000 998 ,000 | 308 ,000 720,720 | HEATERS, RADIATORS 
419,913 1,940 ,000 482 ,900 2,231,000 | 540 ,000 2,494,000 565 ,000 2,147 ,000 395 ,500 1,534,540 | HEATING PADS 
394 ,439 990 ,000 433 ,364 1,089 ,000 | 476 ,000 1,200 ,000 512,000 1,228,000 | ¥ 1,024,000 | HOT PLATES, GRILLS 
116 ,069 6,196,420 143 ,856 7,860,291 180 , 281 10,384,185 178,858 12,520,000 107 ,196 8,543,520 | IRONING MACHINES 
,968,215 13,161,371 3,719,007 14,894,934 3,765,559 16,670,122 4,040,000 18,700,000 | 3,316,430 15,612,650 | IRONS, Total 
1,358 ,522 7,811,501 1,737,320 10,337,054 2,255,910 12,971,482 2,600,000 15,000,000 2,198,560 12,795,620 Automatic 
,609 ,693 5,349,870 1,981 ,687 4,557 ,880 1,509 ,649 3,698 ,640 1,440,000 3,700 ,000 1,117,870 2,817,030 Non-Automatic 
LAMPS, INCANDESCENT: 
,889,000 127,572,000 740,166,000 133,529,000 883,100,000 145,500,000 935,500,000 152,615,000 800,000,000 127,700,000 Total — All Types 
,460,000 25,797,000 157,141,000 24,930 000 173,700,000 26,400,000 181,100,000 25,567,000 180,000,000 24,700,000 Residential 
,006,000 53,009,000 182,476,000 50,958,000 205,200,000 52,700,000 237,100,000 59,405,000 225,300,000 52,800,000 Commercial 
,218,000 19,432,000 73,422,000 22,274,000 83,600,000 23,300,000 ,500, 24,153 ,000 79,700,000 20,400,000 Industrial 
,205,000 29,334,000 327,127,000 35,367,000 420,600,000 43,100,000 428,800,000 42,490,000 315,000,000 29,800,000 Miniature 
413 ,753 7,100 ,000 447 ,748 8,449 ,000 eee wéex ” — see MIXERS 
103,350 35,735,000 165,000 57,131,250 224,850 75,430,100 218,874 71,647,462 155,275 47,570,846 | OIL BURNERS 
PERCOLATORS 
287 ,207 2,345 ,000 327 ,172 2,591,200 515 ,000 2,279,576 489 ,250 2,186,900 342 ,475 1,513,740 Metal 
00 ,000 647, 118 ,000 763 ,460 150 ,000 0 000 375 ,000 2,175,000 333 ,750 1,835 ,625 Glass 
| RADIO RECEIVER 
4,084,000 150,880,000 5,500,016 271,152,895 | 8,158,290 464,007,000 7,631,267 404,457,150 | 5 ,823 ,000 All Types 
2,204,000 60,580,000 2,594,385 95,083,184 | 3,611,964 146,872,668 3,578,612 121,484,905 BE sas oases aes able Models 
1,100,000 62,300,000 1,780,631 121,507,211 3,058,768 234,127,667 2,636,872 221,032,555 1,107 ,300 les 
eS ek TR is So RRR en tai 75,558 13,818,665 62 ,783 9,172,690 352,300 Phono-Radios** 
780,000 28,000,000 1,125,000 54,562,500 1,412,000 69,188,000 1,353,000 52,767,000 790 ,000 Motor Car Sets 
,192,000 59,548,000 i. & Te 105, tere GEG w co ccncccure EO EE —E RADIO TUBES, Total 
123,000 15,990,000 215,000 27,305,000 ,000 41,413,140 405, 54,270,000 250,000 36,250,000 | RANGES 
REFRIGERATORS, 
1,283,000 220,676,000 1,568,000 253,648,000 1,996,000 327,344,000 2,310,000 395,010,000 1,240,000 213,280,000 DOMESTIC 
PAMEe. 9.5 cde ausdats 100 ,000 1,500 ,000 225 ,000 4,500 ,000 250 ,000 5,045, 225 ,000 4,990,500 | ROASTERS 
ssc eS aCBUERN “> nog 5a eR ee wae ,000 2,300 ,000 10 ,000 4,600 ,000 10,125 4,152,250 | ROOM COOLERS 
Does cuenene SEL.” cau cele ieee aaled 4,000 1,800 ,000 8,000 3,600 ,000 2,045 920,250 Water Cooled 
&) ee ree Teena rane.» Spear ee 1,000 500 ,000 2,000 1,000 ,000 8 ,080 3,232,000 Air Cooled 
407 ,500 1,426,250 440,100 1,760 ,000 470 ,000 2,250,000 502 ,000 2,413 ,920 366 ,460 1,784,660 | SANDWICH TOASTERS 
2 Fee ae es 2. =e 1,580,000 25,280,000 eee eee SHAVERS, DRY 
STOKERS 
eK rg | 41,126 12,337,800 7? a 7 ee 93,519 28,429,776 86,680 25,397,240 a 
’ Be ,600 3,162 2,529,600 4,7 . ,000 Apt. House 
1:074 1.288800 1/328 1.593600 1,783 2,138,400 5,002 2,876,150 4,180 = 2,215,400 Sendli Commercial 
1 ,783 ,673 8 ,740 ,000 1,886 ,088 9,788 ,000 1,800,540 10,459,397 1,563 ,500 9,818,775 1,413,580 9,113,575 | TOASTERS, Total 
(het Kenatsade El wccoeresewa? ceca 436 ,540 5,753 ,597 451,500 5,982,375 479, 5,993 ,750 Automatic 
Re ali IS oa Lia ee oe ee 1,364,000 4,705 ,800 1,112,000 3,836, 934 ,080 3,119,825 Non-Automatic 
634,298 3,070 ,000 772,215 3,684,000 810 ,000 4,374,000 0,000 4,158 ,000 569 ,800 3,088,316 | WAFFLE IRONS 
| WASHING MACHINES: 
1,121,137 72,873,905 | 1,228,774 79,931,748 | 1,528,585 100,947,753 1,465,405 105,860,857 1,032,956 74,279,866 Electric 
119,147 10,723,230 184,987 16,669,178 | 200,550 18,211,945 176,614 17,007,928 106 ,724 9,782 ,322 Gas Engine 
a ath te eaiiniet “ahah desing anit 70 ,000 5,390 ,000 104,000 7 ,609 ,680 115,000 9, J 99 ,650 9,137,905 | WATER ATERS 


ELECTRICAL MERCHANDISING—JANUARY, 


*** Figures insufficient for estimate. 

Radio figures courtesy Radio Retailing. 
Tubes include exports for 1935, 1936, 1937, 1938. 
Permission to reprint, quote or use is granted provided credit is given “Electrical Merchandising.” 


1939 


* Attic fans do not include installation. 
** Phono-Radio figures included under consoles prior to 1936. 
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REFRIGERATORS 


SALES 





bS 





State 


Maine..... 


New Hampshire 
Vermont........ 


Massachusetts 


Rhode Island... . 


Connecticut. . 


Total New England 


New York. 
New Jersey 
Pennsylvania 


Total Middle Atlantic 


Ohio 
Indiana. ... 
Ilinois..... 
Michigan . . 
Wisconsin 


Total East North Central. .... 


Minnesota . 

I Sia oo 
Missouri... . 
North Dakota 
South Dekota 
Nebraska. ... 
Kansas....... 


Total West North Central. 


Deleware. . 
Maryland. . 


District of Columbia 


Virginia. .... 
West Virginia 
North Carolina 
South Carolina 
Georgia. ... 

Florida. ..... 


Total South Atlantic. 


Kentucky. ... 
Tennessee... 

Alabama... 
Mississippi. . 


Total East South Central... 


Arkansas. . 


Louisiane . . 


Oklahoma. ... 


Texas 


Total West South Central 


Montana... .. 
A 
Wyoming... 
Colorado 
New Mexico 
Arizona... 
| ee 
Nevada... 


Total Mountain 


Washington 
Oregon. . 
Califormia . . 
Total Pacific 
Total United 
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Prepared by Market Analysis Department Electrical Merchandising, from Figures Supplied by Edison Electric Institute. 
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HOUSEHOLD ELECTRIC REFRIGERATOR SALES BY STATES, 1931-1938 

1931 1932 1933 1934 1935 1936 1937 1938 (10 mo.) 
5,687 5,097 5,699 1,044 1,963 1,466 9,124 5,359 
3,797 2/771 3/900 4884 5/807 6.616 7/050 3/423 
3,971 2'315 2.767 2944 31552 4,583 6.107 2934 
39,792 34,103 53,436 59.329 66,972 81.538 92/888 47.941 
5,663 6.930 9177 8,007 8196 10,569 13,909 4,630 
18.992 16,374 17,740 18,786 24,767 35.219 46,780 16,656 
77,202 67,520 92,719 93,987 117,257 145,991 175,858 80,943 
185,226 186,536 205,383 190,055 196,441 244,315 985,924 164,233 
53,156 42.714 50,654 59,858 10,344 89.8 103,153 46,666 
78.117 70,217 103,564 121.971 129/654 189,109 915,822 107,063 
316,499 299,527 359,601 371,884 396,439 523,310 604,899 317,962 
50,558 38,503 69,328 91,321 99,266 136,940 173,124 63,159 
24,829 14,011 29.863 35,551 40,488 58.578 ‘457 98,164 
92,472 56,790 72,446 108/333 118,391 159.337 179,916 101.550 
98.477 95,443 33,694 54, ‘942 106,677 127,366 50,6 5 
12.989 10,088 17.984 21,356 26,998 35,458 51.908 25,134 
208,625 144,835 216,315 310,653 354,945 489,990 601,771 268,622 
14,646 13,950 14,943 17,897 22,927 29,315 43,037 30,559 
11,460 ; 14,013 20,677 95,515 30,286 35,172 22,124 
36,845 26,279 37,270 53,760 48,289 64,905 63,740 34,868 
1,806 1,493 1/876 3/993 4,205 3,403 4,351 2752 
1'888 1'993 91546 4,350 5,363 5,953 4933 21896 
7'894 5,952 8.746 14,477 17,441 18/219 17,645 9,305 
9/498 ‘ 12/145 21.541 20,156 24.184 25.170 13,375 
84,037 65,591 91,539 135,925 143,896 175,565 194,048 115,879 
1,887 1,970 2,343 3,083 3,463 3,965 5,897 2533 
28,748 26,095 27,432 38,595 +3376 yt $01 cs 14995 
14,938 12,831 15,341 22,821 23,599 32,351 36,517 17,262 
10,466 7,165 10,207 18.170 16,574 25,018 28,293 10,816 
11.391 6.352 14,103 90,883 26,710 37,612 47,629 21.384 
4,905 3,123 5,589 9.910 13,616 18,334 99°549 8.987 
10,220 6.738 11,898 29,363 29,707 34,072 38,428 14,775 
11.149 7177 10,575 17,591 28,584 31,145 32,683 16,283 
93,004 72,051 97,418 160,416 177,482 225,403 261,981 122,685 
10,432 1,965 14,682 19,865 18,634 97,714 31,055 14,614 
1594 7072 9.793 26,829 26,158 32.018 36,301 17,732 
6.244 4,565 9.785 16,914 94,528 23,460 95.855 10,815 
3,268 1.793 3,327 5,182 7393 11,389 11,606 6,083 
27,538 21,395 37,587 68,783 16,713 94,581 104,817 49,244 
4,210 2,992 5,553 9,350 10,352 11,907 12,798 6,866 
5.714 4,399 7587 10,008 15,672 20,607 93,231 16,264 
10,146 8093 12634 17,900 17,890 20,809 23,123 13,648 
29,426 20,369 37,293 53,078 66,324 83,088 94,875 56,583 
49,496 35,853 63,067 90,336 110,238 136,411 154,027 93,361 
2,680 1,613 3,524 5,262 6,574 9,207 8,814 3,329 
2.847 1,517 2311 4,457 1336 9,607 9/622 4,266 
1/882 677 1.408 2.337 2529 3,952 3,188 1/550 
6.967 5,319 8/541 10,645 19.546 15,389 15,311 8,768 
1,894 858 1'794 2.470 3,437 3,959 ‘116 9984 

3/622 1,490 9/418 3,857 5903 6,236 ‘402 ‘ 
4446 9'941 4444 6,005 7618 11,967 12,466 6,888 
948 863 1/098 1,305 2016 2728 2.802 1.341 
25,286 15,278 25,398 36,338 47,959 62,345 66,381 31,426 
8,138 5,312 11,807 18,438 93,315 34,448 31,807 19,346 
5,695 4,901 7491 15,471 15,482 22,691 18.510 9,735 
53,156 37,403 62,163 10,295 126,297 168,800 154,926 90,297 
66,989 47,616 81,461 104,204 165,094 225,939 205,243 119,378 
948,676 169,666 1,065,105 1,372,526 1,590,023 2,079,535 2,369,025 1,199,500 
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ELECTRIC & GAS ENGINE WASHER SALES BY STATES, 1932-1938 










































































a State 1932 1933 1934 1935 1936 1937 1938 (9 mos.) 
423, Maine... - pan 2,069 5,515 9,639 9,617 11,346 11,658 6,355 
‘934 |New Hampshire 1,203 2,103 5,094 4414 6,386 6,568 3,569 
“941 |Nermont.... 2,184 2,472 4,342 4,103 8,772 5,911 2,611 
"630 Massachusetts 26,375 35,140 46,928 51,520 62,445 56,650 26,897 
“656 [Rhode Island...... ve 2,622 5,610 5,469 6,379 9,256 8,703 4,352 

EY in saveceaes et SACS 10,435 14,880 20,202 25,889 27,741 23,973 11,838 
1943 Drotal New England eer 44,888 65,720 91,674 101,922 125,946 113,463 55,622 
233 
66 New York...... Spee eae ert ae A Z 59,903 84,496 94,215 92,887 106,659 112,971 62,847 
063 BPennsylvania....... ASR 72,368 110,186 135,224 143,288 210,288 187,683 85,478 

New Jersey .... ; SEL eS 25,412 26,178 32,953 39,291 48,785 48,768 26,462 
962 "Delaware......... ie eae 3,169 2,825 3,303 3,142 3,472 3,941 1,654 

Maryland. ..... i 8,698 20,562 18,893 13,646 7,631 7,882 10,793 
159 [District of Columbia Lec 8 6,042 8,631 8,050 9,291 18,525 17,241 6,702 
164 WVirginia........... . eteices 7,095 8,829 11,281 14,183 16,692 17,898 11,055 
7550 TWest Virginia... ... eee caik: 5,204 ‘43,530 19,141 22,212 30,335 32,348 13,231 
6 ee --—- —_—_— — 
134 | Total Central Eastern........................ 187,891 275,237 323,060 337,870 442,387 428,732 218,222 
ae 
S22 North Carolina mre aa 1,077 2,074 3,881 8,330 12,092 14,450 8,443 

South Carolina , eer 314 577 1,755 1,360 1,925 3,777 2,176 
959 Tennessee... . FIER TENS 2,387 5,974 8,769 14,452 17,522 20,854 15,146 
A24 Mississippi. . . SME OCACEE 118 409 1,356 469 1,666 2,791 1,305 
868 J Alabama... eh a ke tay 389 590 3,228 4,301 8,478 9,688 4,961 
152 WGeorgia. .. AGN te ERIE AT SF 1,010 2,036 3,229 4,386 7,510 8,702 4,441 
4 IG een nss'eun RANT Liss Sea a 1,799 2,040 5,507 5,559 7,718 8,210 4,439 
g i 
375 Total South Eastern......................... 7,094 13,700 27,725 38,857 56,911 68,472 40,911 
eY etes...........- ee ee te 28,648 41,561 70,485 92,788 125,541 105,089 43,871 
scx sysuisassnnsatedtedearecnevds 20,022 29,394 38,427 45,908 52,952 56,321 31,946 
720 [lllinois................ MR eke pt 54,495 136,867 101,480 111,351 132,492 136,452 75,642 
‘995 indiana............... acs saan da 15,990 35,730 44,146 55,295 72,491 59,277 34,992 
ER  xvesersennss aE ese ea 50,102 93,605 104,765 117,981 150,804 147,617 63,804 
ED cisiekxitkcesnanssoheevetapincaneons 7,376 12,463 14,296 16,640 18,767 22,660 14,101 
ee etal Gost Conteal..................-..--000 176,633 349,620 373,599 439,893 553,047 527,416 264,356 
5 
SE RE 20,759 35,349 44,697 53,698 49,546 53,201 32,903 
—— North Dakota Se: PEARSE TY 1,561 3,317 5,504 5,842 15,049 8,867 7,051 
485 |South Dakota ...... IIE CO RR ES 1,630 4,448 7,715 7,863 7,165 10,016 6,093 

lowa..... Hol ee CLES RA IDET 13,498 24,429 37,008 45,215 44,237 44,006 30,118 
Fag Hae ah age 6,399 15,786 19,421 22,620 23,159 19,212 11,142 
eli ee RS a ea es acaeeptaeale ates 25,136 52,920 52,625 51,634 57,846 57,471 34,992 
a 5 aiken LIP KGa PRESS 7,244 17,362 21,027 24,998 28,969 26,437 13,492 
— Total West Central........ eee ets eae Ate 76,227 153,611 187,997 211,870 225,971 219,210 135,791 
s 

SEI BOOP aE Tee re 1,106 2,279 3,692 4,329 6,248 6,404 3,569 
866 lOklshome................ nage ese Mei 7,747 15,076 20,156 24,461 24,767 24,630 11,403 
RR TR IRIS aR 3,775 3,039 6,040 8,231 11,384 14,614 9,836 
on | Texas PA III INE LORE LAD 10,552 21,303 31,896 37,496 42,422 42,036 20,195 
eee | Total West South Central.................... 23,180 41,697 61,784 74,517 84,821 87,684 45,003 
’ 4 

i 
NR is nisivansantdnnsnsconbevevehipeaen 537 5,812 6,158 7,977 8,859 7,061 3,917 
a stncichzpnigadinvestbentecasandtene 378 1,712 7,859 6,687 7,994 6,568 3,134 
cant pach gvieceshbenboceeekadewes 729 1,223 4,387 1,908 3,568 2,627 2,089 
168 ES ae pea ae pe beaabadseaenns 2,835 5,659 13,995 13,417 13,787 11,494 6,790 
a isi dcgncstinisacecsedeveresceseaas 6,569 11,404 12,833 13,162 15,516 15,763 7,921 

ee a ae 2,727 3,500 5,085 5,613 6,231 7,225 2,611 
EE Pen scnechenvexces nnn cnestesanccss 3 1,516 2,215 1,952 2,703 2,792 1,393 
34 , “i 
Nami Rtematily. .............0ccec.c0s0es0e 14,121 30,826 52,532 50,716 58,658 53,530 27,855 
AG 

ee wae oe sy ehunusemetaumanit 12,153 15,881 23,115 31,287 32,341 29,722 14,798 
RR A ERE tis AU IRTO 4,170 8,683 12,934 17,771 23,246 16,256 8,618 
50). cet scnndes senceberssaawte 50,450 74,660 84,952 108,238 123,968 96,222 58,755 
| ___  R  RR GRS  e eRGAEtp 366 446 912 820 1,839 1,312 522 
co aed tewaenulla 67,139 99,670 121,913 158,116 181,394 143,512 82,693 
500 =| Total United States.....................000. 597,173 1,030,081 1,240,284 1,413,761 1,729,135 1,642,019 870,453 





Figures Projected to Industry Totals by Market Analysis Department, Electrical Merchandising, from figures supplied by American Washing Machine Manufacturers Association 
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How the Market is 








URBAN WIRED HOMES 





ELECTRIFIED FARMS 


TOTAL WIRED HOMES 





































































































Urban Ho Urban Ho — Farm H F ‘ Total Wired | Total Wired : 
Jan-1, 1938" | ‘Jam. 1, 1999 | % Change} "jan "fous | “Jame, 1939 | % Change | | Homes | | Homes | | % Change 
Maine 156,950 165,900 | + 5.70 16,765 18,200] + 8.56 173,715 184,100] + 5.98 
New Hampshire 104° 891 110,300 | + 5.16 9'718 10,000 | + 2.90 114.609 120/300 | + 4.97 
Vermont 65.221 64.800 | — 65 7'572 9'800 | +29.42 72'793 74:600| + 2.48 
Massachusetts 1,074' 065 1,077,300] + 30 21° 359 21,400) + 19 1,095,424 1,098,700] + 30 
Rhode Island 169 O11 165.700 | — 1.96 3'860 4000 | + 3.63 172: 871 169.700 | —- 1.83 
Goannetions 403,502 403.500 : 20/000 21,000 | + 5.00 423.502 424.500} + 23 
NEW ENGLAND 1,973,640 1,987,500] + .70 79,274 84,400| + 6.47| 2,052,914] 2,071,900] + .92 
Mew Yesk 3,176,420|  3,195,800| + .61 87,787 90,500 | + 3.09| 3,264,207] 3,286,300] + .68 
New Jerse) 988.703 1'021'500| + 3.32 19'722 21,200 | + 7.49 1008. 425 1,042'700 | + 3.40 
Peansyivania 1,873,416 1:914.500 | + 2.19 84636 94,500 | -+11.65 1'958'052 | 20091000 | + 2.60 
MIDDLE ATLANTIC. . 6,038,539 | 6,131,800 | + 1.54 192,145 206,200 | + 7.31|  6,230,684| 6,338,000] + 1.72 
Ohio 1,437,395 1,396,800 | — 2.82 92,595 105,300 | +13.72 1,529,990 1,502,100} — 1.82 
Indiana 607,088 604.100] — .49 51,582 67.200 | +30.28 658.670 671.300 | + 1.91 
Illinois 1,646,725 1,661,000] + 87 51865 58.800 | +1337 1,698,590 1,719'800 | + 1.25 
Michigan... 998107 1'021'700 | + 2 36 84/031 103400 | +23.05 1082. 138 1/125'100 | + 3.97 
Wieceneia 539486 558.100 | + 3.45 60.477 66,700 | +10.29 599963 624.800] + 4.13 
EAST NO. CENTRAL 5,228,801 5,241,700| + .25| 340,550 401,400 | +17.87| 5,569,351 5,643,100} + 1.32 
Minnesota....: 422,116 424,.300| + .52 17,980 22,300} +24.03 440 096 446,600} + 1.48 
lows... 393,838 400400 | + 1.67 39 | 651 45.400 | +14 50 433.489 445.800] + 2.84 
Missouri... 593.424 583.400 1 69 25,860 29,200 | +1292 619,284 612,600 | — 1.08 
North Dakota 56.494 58000 | + 2.67 3.277 3,300] + .70 59.771 61.300] + 2.56 
South Dakota 68.531 74.100 | + 8.13 3.321 3.600 | + 8.40 71,852 77.700} + 8.14 
Nebraska 195.346 194400 | — .48 12'583 15/400 | +22 39 207/929 209'800| + 90 
Kenens 275.375 292'800 | + 6.33 17.787 19,000 | + 6.82 293" 162 311/800] + 6.36 
WEST NO. CENTRAL 2,005,124]  2,027,400| + 1.11 120,459 138,200 | +14.73 2,125,583 | 2,165,600] + 1.88 
Delaware 41,706 44,600 | + 6.94 2,788 3,000 | + 7.60 44,494 47,600} + 6.98 
Maryland 4 
i age OO 448,837 459, 100 2.29 16,666 17,600] + 5.60 465,503 476,700 | + 2.40 
Virginia 258,693 270,200 | + 4.45 22,986 26,400 | +14.85 281,679 296,600 | + 5.30 
West Virginia 190.945 196.500 | + 2.91 10.629 14,600 | 4-37.37 201°574 211'100 | + 4.72 
North Carolina 268096 295°200 | +1011 32'192 37.100 | +1525 300' 288 332/300 | +10.66 
South Carolina 102.719 105.800 | + 3.00 14\171 19,000 | +34 08 116,890 124'800 | + 6.77 
Georgia 209; 611 209'800 | + .09 16.521 27,500 | +-66.45 226' 132 237,300 | + 4.94 
Florida 248687 245°500 | — 1.28 7_589 10,000 | +31.77 256.276 255:500| — 30 
SO. ATLANTIC................ 1,769,294 | 1,826,700] + 3.24 123,542 155,200 | +25.63 1,892,836 1,981,900 | + 4.71 
Kentucky.. 243,980 248,600 | + 1.89 13,603 16,900 | +24.24 257,583 265,500 | + 3.07 
Tennesece 230'714 242'000 | + 4.89 25,079 27,400 | + 9.25 255.793 269'400 | + 5.32 
Alabama 170.236 175.500 | + 3.09 20/938 27,800 | +32.77 191.174 203,300 | + 6.35 
Mississippi 84° 585 92'100 | + 8.88 7'012 7500 | + 6% 91.597 99'600 | + 8.74 
EAST SO. CENTRAL 729,515|  758,200| + 3.93 66,632 79,600 | +19.46 796,147 837,800] + 5.23 
Askaneas 100,827 108.600 | + 7.71 7,559 9,000 | +19.06 108 , 386 117,600 | + 8.50 
Louisiana . 198.477 204'800 | + 3.19 8008 8400 | + 4.90 206' 485 213,200 | + 3.25 
Oklahoma 226674 239'300 | + 5.57 12'772 15.400 | +2058 239' 446 254'700| + 6.37 
Texas... 653.496 677.900 | + 3.73 31.205 34,200 | + 9.60 684.701 712'100| + 4.00 
WEST SO. CENTRAL 1,179,474 | 1,230,600] + 4.33 59,544 67,000 | +12.52 1,239,018 1,297,600 | + 4.73 
Montana. 82,540 80.200 | — 2.83 4,582 5,000 | + 9.12 87,122 85,200} — 2.21 
Idaho. 67,537 70,400 | + 4.24 20) 109 22'400 | +11 39 87.646 92'800| + 5.88 
Wyoming 30,231 32,200 + 6.51 ‘ 2,300 +15.40 32,224 34,500 + 7.06 
Colorado 176,194 186.700 | + 5.96 9625 12/200 | +26.75 185.819 198,900 | + 7.04 
New Mexico 33,146 34.500| + 4.08 2' 100 2'300 | + 9.52 35.246 "300 | + 4.41 
Arizona... 59011 72,000 | +22.01 6.890 7,200 | + 4.50 65,901 79,200} +20.18 
Utah 88° 986 93:100| + 4.62 19/369 19'100 | — 1.39 108.355 112200 | + 3.55 
Nevada... 17'680 18600 | + 5.20 11276 1,300} + 1.88 18,956 19,900 | + 4.98 
MOUNTAIN 555,325 587,700 | + 5.83 65,944 71,800 | + 8.89 621,269 659,500} + 6.15 
Washington 362,453 371,300 | + 2.44 47,045 52,300 | +11.17 409, 498 423,600} + 3.44 
Oregon 205925 206.900 | + .47 29' 016 33,900 | +16.83 234’ 941 240'800 | + 2149 
California 1,649,425 1,640'200 | —- 56 117'354 120,000 | + 2.25 1,766,779 1,760,200 | —  .37 
PACIFIC... 2,217,803} 2,218,400] + .@2 193,415 206,200 | + 6.61 2,411,218 | 2,424,600] + .56 
TOTAL UNITED STATES... 21,697,515 | 22,010,000} + 1.44 1,241,505 1,410,000 | +13.57] 22,939,020] 23,420,000] + 2.10 



































Based on figures co mpiled by Edison Electric Institute, National Electrical Manufacturers Association, and American Washing Machine Manufacturers Association.) 
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MAJOR APPLIANCE SALES BY WIRED HOMES 








WIRED REFRIGERATOR RANGE WASHER 
HOMES SALES SALES SALES 
Jan. 1, 1939 (10 Mos. 1938) (10 Mos. 1938) (9 Mos. 1938) 


% of U. S. Total 


% of U. S. Total 


% of U. S. Total 


% of U.S. Total 








a i A ts 


.79 
51 
.32 
4.69 
73 
1.81 
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45 1 73 
"29 74 41 
24 39 30 

4.00 3.01 3.09 
38 ‘48 50 
1.39 1.79 1 36 
6.75 732 | } } ®#&62.39 
13.69 4.53 7.22 
3.89 1.59 3.04 
8.93 7.03 9.82 
26.51 13.15 20.08 
5.27 7.40 7.33 
2.35 4.02 4.02 
8.46 6.03 8.69 
4.22 9 50 5.04 
2.09 4.45 3.67 
22.39 31.40 28.75 
2.55 4.15 3.78 
1.84 1 86 3.46 
291 2 62 4.02 
23 66 81 
24 76 70 
78 42 128 
111 122 155 
9.66 11.69 15.60 
2 14 19 
1 31 16 1 24 
1.25 16 77 
1.44 1.97 1.27 
90 84 1.52 
1.78 3.20 97 
75 93 25 
1.23 1.75 ‘51 
1.36 2.52 ‘51 
10.23 12.87 7.23 
1.22 82 1.62 
1.48 3.06 174 
90 1.80 57 
51 53 15 
4.11 6.2 |) 4.08 
57 25 41 
1 35 16 113 
114 ‘27 131 
4.72 1.59 2 32 
7.78 2.27 5.17 
28 39 45 
36 1.59 36 
2B ‘i 24 
‘23 68 O1 
19 08 16 
25 30 30 
‘57 1.39 78 
il 24 06 
2.62 4.78 3.26 
1.61 3.62 1.70 
‘81 2.96 99 
7.53 3.73 6.75 
9.95 10.31 9.44 
100 100 100 
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Wired homes, electrified farms, major 
appliance sales percentages by states 


and geographical divisions, 1937-1938 


Geographic Distribution of 
1938 Appliance Sales 





East South 


South Atlantic Central 
10.23% 6.2 








REFRIGERATOR SALES 
(10 Months 1938) 


RANGE SALES 
(10 Months 1938) 





WASHER SALES 
(9 Months 1938) 


IRONER SALES 
(9 Months 1938) 





WIRED HOMES 
(January Ist, 1939) 


WATER HEATER SALES 
(7 Months 1938) 
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PERCENTAGE OF 
HOMES USING 


NUMBER OF 
HOMES USING 


PERCENTAGE OF 
HOMES WITHOUT 
\ 


NUMBER OF i Sales i 
HOMES WITHOUT the a 
ne in 

terest the 

g equif 

11,952,540 dere thy 


sing ¢ 


APPLIANCES 








Cleaners,Floor 48.96°%> 11,467,460 51.04% 







Clocks 46.74°%o 10,946,830 53.26% 12,473,170 - 


| Repor 
rtment 


ate tl 





tablish 
18,751,540 the field 
ntilati 
this any 
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uction 
tracture 
hiefly 
out 1, 
For 1 
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1 ,392,080 ea ugh 


e nut 









4,668,460 





Heaters 
and RADIATORS 





Heating Pads 19.54°% 4,576,100 80.46% 18,843,900 







Hot Plates 17.16% 4018910 82.84% 19,401,090 







94.06°.o 


Taelats 5.94°o 


22,027,920 
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21,970,900 rg 










Ixelal-te5 1,449,100 93.81°%o 


Percolators 32.12% 


METAL & GLASS 


7,521,500 67.88% 15,898,500 





Ranges 9.61% 2,250,170 .90.39% 21,169,830 


Refrigerators 51.67% 12,101,000 48.33% 11,319,000 
‘ pecial 
- wes 
Toasters 54.58% 12,783,740 45.42% 10,636,260 mend 
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Waffle Irons 22.60% : 5,293,700 77.40% 18,126,300 







ngs of 


Washers 57.56% 13,481,180 42.44% 9,938,820 _Certa 
(ELECTRIC) seed 
uth. 2 
the atti 
iece of 
tort coc 
then th 
ew pie 


All appliance saturation based on 23,420,000 wired homes and farms 
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REVIEW | 
and FORECAST 


Continued from page 13 ——— 





ing units which cool in the sum- | 
and heat in the winter. As yet, 
wever, development in this year- 
ind direction is only in the early | 
ges. | 
Sales in 1939 will also be stimulated | 
the amount of national advertising | 
ne in the field, by the renewed in- | 
est the trade is taking in space cool- 
¢ equipment and by the fact that the | 
iblic are beginning to show a sur- | 
sing consciousness about the possi- 
lities of cooling their offices and 





} mes. 


ATTIC VENTILATING FANS 


To BUY 
«wH ERE qiBUT ors 
eee 
DEALERS , gion 
wl 


Reports to the market analysis de- 
irtment of this magazine would in- 
ite that there had been sold, by the 
tablished national manufacturers in 
> field, a total of about 10,946 attic 
ntilating fans during 1938. Nor is 





s any small business—the average 
rices ran around $136. To this total 
ifigure of sales, we have to add the pro- 
uction of a sprinkling of small man- 
tfacturers, selling in local markets 
hiefly the South) who account for 
out 1,000 additional fans 
For 1938, therefore, attic fan sales 
mpared very favorably with 1937, 


surprising showing considering the 
rops which occurred in most lines. 
If you will turn to a number of the 
il market data surveys published 
roughout this issue, you will notice 
number of power companies— 
gain especially in the South—report- 
ng sales of home ventilating svstems 
nder the heading of major appliances. 
rtainly, in the summer months, the 
fan represents a useful piece of 
usiness to the power company in the 
iy of load; a welcome addition to 
dealer’s business in the way of 
uick sale and profit; and additional 
usiness to the contracto ind to the 
irpenter who s] 
installation. 
We are asked by a number of deal 
to describe the attic fan and last 
ear, in this space, we endeavored to 


lare in an average $50 


so. For the benefit of those who did 
it see that issue, we r¢ peat: 
“The theory behind attic ventilation 
comfort cooling in the summer 
me is that an exhaust fan of suf- 
ficient blade diameter, built into a 
special housing (although some are 
merely mounted on a pedestal and 
laced adjacent to the attic window) 
nd situated over a grill cut into the 
Hoor of the attic, draws night air 
through the windows in the lower part 
t the house and exhausts it through 
the windows of the attic. While this 
s the primary function of the fan— 
irculating night air through the house 
-it performs another: drawing off the 
eat that has been stored during the 
lay in the walls and floor and furnish- 
ngs of the attic.” 
Certainly, there is much need for the 
ttic fan during the hot weeks of the 
ummer in the north as well as in the 
uth. And when it is considered that 
the attic fan is a relatively inexpensive : 7 
piece of equipment, that it does a com- Link your business more closely to the manufacturers you represent, under their brand names, 
tort cooling job throughout the house, : see : H 
un adit se Saude atin in your Classified. Call the directory representative at your local telephone business office. 


ew piece of equipment becomes plain. 
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low UTILITIES ard 


THAT is current utility 
pany policy in promoting the 
of electric ranges? 
ELECTRICAL MERCHANDIS- 
ING has often been asked that ques- 
tion, in a variety of forms, and so for 
the edification of the appliance indus- 
try, began late last fall to survey 113 
power section of 
answers. They 


com- 


pal it 


companies in every 
to find the 
are presented 


and chart 


the country 
hesousttth 1 isin 
herewith in summary 


form for quick 


j analysis 


POLICY CHANGE FROM 
FORMER YEARS 


hat the trend 


has been away from 
wiring allowances and bonuses in 1938 
as compared to former years is sub- 
stantiated by the figures which show 
that, of 102 power companies replying 


to the question, 30.39 per cent had de- 


crease their promotional — efforts 


along the lines of dealer bonuses, 
range wiring allowances, etc.; that 
61.77 per cent had approximately the 
same policies in effect and that only 
7.84 per cent had definitely marked 
their budgets for increases along these 


lines. Inasmuch as the electric range 


has become increasing a major item of 


dealer merchandise and, as such, does 


not warrant the continuing pioneering 
effort of the early day 


1 
motion, the 


of range pro 


figures may be deemed to 


express a natural trend 


RANGE WIRING ALLOWANCES 


Despite what has seemed like a trend 
away from utility policy in absorbing 
all or part of the cost of range wiring 
installations recently, the report shows 
that a total of about 65 per cent of 
113 power companies do make some 
sort of wiring allowance on their own 
or their cooperating dealers’ sales of 
ranges. The large majority of these 
allowances are partial. Here are the 
figures (94 reporting) : 
Companies allowing full wiring costs 


companies 


on dealer range sales 16.8 per cent; 


on their own sales 14.2 per cent 
Companies making partial allowances 
(90 companies reporting): 47.19 per 
cent Of these companies reporting 


on partial wiring allowance, 35 gave 
figures on the extent to which they 
participated that 
average amounted 
to $21.77 

The 


reporting on wiring allowances would 


They show the 
wiring allowance 


summary of these companies 


HOW RANGE SALES ARE 
ENCOURAGED 


A total of 111 power companies 
responded to the question on four 
major sales policies designed to en- 
courage the sale of electric ranges 
generally. These four major policies 
are: bonuses to salesmen and dealers, 
the operation of utility cooking schools 
and allowances for old ranges sold by 
both and utilities. Let’s 
how they break down: 

Of the 111 power companies, 82 or 
73.87 per cent pay bonuses to sales- 
men for range sales and 26 companies 
or 23.42 per cent pay bonuses to deal- 
103 or 
92.79 per cent operate utility cooking 
schools to stimulate consumer interest 
in electric cookery. And when it 
comes to trade-ins, 29 of the 111 com- 
panies, or 26.12 per cent make allow- 
ances for old ranges sold by dealers 
and about double that number—62 or 
55.85 per cent—make allowances for 
old ranges sold by their own merchan- 
dising departments. 


dealers see 


ers 


Of the same companies, 


ELECTRIC RANGE RENTALS 


On the policy of renting electric 
ranges to domestic customers, 112 
power companies replied to the ques- 
tion and of that number 94.64 per 
cent had no such policy in effect and 
5.36—only six companies were pursu- 


ing the policy. 


COST OF 60-AMP. SERVICE 


What is the average cost of install- 
ing 60-ampere service on your lines? 
This question brought answers from 
101 power companies and showed that 
the average cost for the country was 
$32.74. Highest costs were reported 
by the Pacific group of 12 utilities 
($38.58); lowest cost from eight East 
South Central utilities ($26.00). 

As to whether local ordinances en- 
courage 60-ampere service in new 
45 per cent of 100 com- 
panies said they did; 55 per cent that 
did not As to whether the 
service was compulsory, 30 per cent 
said it 70 per that it was 
not. As to requirements for type of 
connecti 


dwellings, 


+ 


tney 


was; cent 


n—cable and plug, or “pig- 
tail”—42.34 per cent replied that this 
type was required; 45.95 per cent that 
it was optional and 11.71 that it was 














then read as shown below neither required nor optional. When 
Number of C Per cent 
Companies of Total 
Free installation allowance covering full cost of installing 19 16.8 
Partial allowance on range installation 43 38.1 
No allowance 47 41.6 
Companies not allowina full installation charge, but which 
did not indicate whether partial allowance or not 4 3.5 
Total 113 100% 
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Current practice on range wiring allowances, 


rentals, cost of installation and sales from 


a recent survey by Electrical Merchandising 


the “pigtail” connection was required 
it was supplied in 52.2 per cent of the 
cases (47 companies) by the utility, 
27.6 per cent of the cases by the dis- 
tributor and 19.2 per cent by some 
other source. 


WHO SOLD THE RANGES? 


All of the 113 power companies re- 
ported on the number of ranges sold 
by themselves or the dealers in their 
communities during 1937 which is 
chiefly interesting for its bearing on 
the subject of “Who sold the ranges ?”. 
Ninety-three utility companies re- 
ported selling 122,230 ranges—54.02 
per cent and 106 utility companies re- 
ported range sales by dealers of 104,- 
058 units—45.98 per cent. 

So at the present time it is pretty 
nearly a 50-50 business—a far cry 
from a few years back when the 
utility companies did the whole job. 


TYPICAL UTILITY COMMENTS 
RANGE PROMOTION 


Boston Edison 


Close co-operation with dealers and 
department stores is showing results 
in range sales. Three men spend all 
their time contacting the trade and 
assist dealers in the sale of ranges. 
Boston Edison will put on leased deal- 
ers’ range sales to Edison customers 
and pay the dealer the list price at 
once. We pay the dealer $10 if he re- 
turns trade-in range to us. We demon- 
strate ranges sold by dealers, service 
ranges sold by dealers, tie-in dealers on 
Edison range advertising, etc. We 
supply catalogues and necessary ad- 
vertising material for dealers, without 
charge. 


Western Mass. (Greenfield) 


We have several methods of market 
and dealer stimulation. We allow the 
exhibition of appliances in our show- 
room. We give co-operating dealers 
free use of our auditorium for their 
various cooking schools and demon- 
strations. We have a _ co-operative 
scheme of advertising whereby we 
pay 25% of the dealer’s range adver- 
tising and allow co-operating dealers 


JANUARY, 


to use certain portions of our radio 
time on radio broadcasts. 


Atlantic City Elec (N.J.) 


Dealer co-operative plan. Low- 
Finance charge, long-term financing, 
trade-in allowances, builders’ cer- 
tificates allowing owners of new homes 
under construction a credit of $15 on 
purchase price of an electric range 
provided the wiring and service en- 
trance are adequate, low cooking rates, 
etc., etc. 


P. S. of New Jersey 


We permit dealers to sell from our 
stock. Our electric range representa- 
tives assist dealers in making sales 
at no cost to dealers. Our direct mail 
folders suggest that prospects see their 
local dealers. 


Erie Co. Elec (Pa.) 


We do not merchandise. We have 
one range salesman who sells all makes 
of ranges and water heaters for all 
dealers. We pay him salary and com- 
mission. We provide service including 
main line switch. Dealer adds $10 to 
his list price for inside circuit from 
switch to range. 


West Penn Power 


Company extends dealer the benefit 
of the company’s “Electric Range Co- 
operative Sales Plan.” Pays dealer 
bonus, assists manufacturer or dis- 
tributor in training dealer’s organiza- 
tion, assists dealer’s salesmen in clos- 
ing range sales, etc. Promotes range 


sales through cooking school and 
home demonstrations. Maintains con- 
sistent schedule or promotional ad- 


vertising, and shares dealer’s cost of 
newspaper advertising. Provides com- 
plete kitchen planning service for 
dealers, installs heavy duty service en- 
trance facilities for customer, services 
ranges for dealer if desired, etc. 


Indiana Gen Service (Marion) 


Dealer co-operative plan. Low- 
Finance charge, long-term financing, 
trade-in allowances, builders’ cer- 
tificates allowing owners of new homes 
under construction a credit of $15 on 
purchases price of an electric range 
provided the wiring and service en- 
trance are adequate, low cooking rates, 
etc., etc. 
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ELEC 


romoting RANGE SALES 


FREE INSTALLATION ALLOWANCES IN PART RANGE WIRING ALLOWANCES FREE INSTALLATION ALLOWANCES IN FULL 


a 


PARTIAL ALLOWANCE 
LOow- me 4 on Range Installation 


cing, 38.1%, 
cer- ry 7 No 
omes 
5 on 
ange 
en- 
ates, 


— lowa P. S. (Sioux City) Tennessee Elec Pr (Chattanooga) progressive increase in kilowatt-hour We have also conducted a number of 
enta- 
s | 
sales 
mail 


Other plans of stimulation include Special 10 weeks’ campaign open to sales. In addition, we realize a more cooking classes for dealer salesmen, 
vment of $10 bonus to dealer either utility appliance salesmen and em- favorable position in the commur all of which has been very beneficial 


, : ‘ nesnt - - 2. 3 > “ : snereaci » afietoncey F thece 
a rental contract or an outright ployees, as well as to electrical dealers, and customer good will is immeasui in increasing the efficiency of these 


purchase » al nance dealer’s devoted to electric ranges and water ably strengthened. A program of sell- men, and thereby increasing sales. The 
heaters, was held from April 15th t ing all electric appliances through Dealer Promotion Department obtains 
Tune 30th. 1938. $1,000 prize money aler outlets relieves us of consider- good prospects through our own or 
Ky & W. Va. Pr. (Ashland) distributed. Utility has wiring allow able competition with dealers and un- nization which they turn over to 


t necessary friction which occurs more dealers, and 80% of our advertising is 


have i: ; a 
Dealer co-operative plan. Low-Fi ance in effect 


lakes 
r all 
com- 


iding =e en ; 
10 to under construction a credit of $15 on gram of complete dealer co-operation 


mance charge. lons-term Snancing or less frequently in a utility appliance done to promote dealer sales of major 

trade-in allowances. builders’ cer Northwestern Elec Co (Portland, O.) selling plan. appliances. 

tificates allowing owners of new homes Northwestern has been on a pro- 

Portland Gen. Electric City of Seattle 

purchase price of an electric range long enough to know that a program Dealer promotion department de- Our present campaign is a special 

yroperly constructed and votes a great deal of time to training price offer on a modern enamel coal 

trance are adequate, low cooking rates, co-ordinated in the interest of all con- dealer salesmen in the proper method and wood kitchen heater with purchase 
cerned, builds a healthy load and a_ of selling ranges and water heaters. of an electric range. 


from . a hat 
provided the wiring and service en- of this kind, 


lealer Si ce ty iidaleia Mie Seal ens 1938 Poticy ON RANGE ALLOWANCES 
dis- AND BONUSES ComPARED WITH FoRMER YEARS METHODS OF RANGE PROMOTION 
niza- 
clos- 
range 
and 
con- 


Decrease 
30.39% 


Low - 
cing, 

cer- 
1omes 
15 on 
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en- 


rates, 
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SALE OF ELECTRIC APPLIANCES BY UNITS—PACIFIC GAS & ELECTRIC 
COMPANY TERRITORY 


1938 1937 

Company Dealers Total Company Dealers Total 
Ranges 1,300 2,600 3,900 1,244 2,045 3,289 
Water Heaters 1,100 1,300 2,400 899 1,030 1,919 
Refrigerators None 42,000 42,000 None 41,104 41,104 
Washers None 27,000 27,000 None 24,265 24,265 
lroners None ,000 5,000 None 5,688 5,688 
Cleaners None 22,000 22,000 None 23,173 23,173 
Radio Sets None 93,000 93,000 None 72,096 72,096 
Auxiliary Air Heaters 2,000 3,000 5,000 2,580 2,522 5,102 
Major Air Heaters 300 600 900 243 588 831 
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residential and farm custemers of the Pacific Gas & 
Electric Company bought $25,000,000 worth of ap- 


pliances in ‘38. Annual use: 900 kw.-hrs. average 





covering a large portion of the com- 
For the principal 


pany’s customers. 
appliances these are given as: 


ESTIMATED SATURATION—1938 


Ranges 8 
Water Heaters 5 
Refrigerators 40 
Washers 55 
lroners 6.5 
Cleaners 65 


Radio Sets 96 
Major Air Heaters 2.5 


Report on air conditioning installa- 
tions indicates that $25,000 in annual 
revenue was added during the year in 
all types of jobs, including commer- 
cial, industrial and home installations. 

Power company terms on range and 
water heater sales call for a $7.50 
down payment, where the total sale is 
under $75, or 10 per cent where the 
purchase is above that amount. Time 
allowed for payment is 30 months. 

Predictions for 1939 include the fol- 


lowing: 


EXPECTED SALES OF LARGER 
APPLIANCES DURING 1939 


Company Dealers Total 


Ranges 1,300 2600 3,900 
Water Heaters 1,100 1,300 2,400 
Refrigerators ... 42,000 42,000 
Washers 27,000 27,000 
lroners iy 5,000 5,000 
Radio 93,000 93,000 
Air Heaters 2,000 3,000 5,000 
(auxiliary) 
Air Heaters 300 600 900 
(major) 








ADDITIONAL LOCAL MARKET DATA STUDIES 


Wherever possible, ELECTRICAL MERCHANDISING has endeavored to bring 
you market data studies of a large number of geographic territories in the United 
States. Where there are gaps in the job, it is because there are no figures available 


on the particular territory. 


San Francisco and Northern 
California 

Chattanooga and Nashville, 
Tennessee 

Kansas City 

Idaho 

Georgia 

El Paso 

San Diego 

Montana 

Utah 

Los Angeles 

Southern California 


Philadelphia 
Portiand, O. 
Spokane 


The complete list follows: 


California-Oregon 
Nevada-California 

St. Louis 

Reading & Eastern Pa. 
Alexandria, Va. 
Birmingham 

Augusta, Me. 

New Jersey (Asbury Park) 
Houston, Texas 

Denver 

Oregon Central Washington 
Pasadena 

Mountain States 
Albuquerque, New Mexico 
Cleveland 

Washington, D. C. 


Phoenix 

Tucson 

Buffalo, N. Y. 
Memphis 
Louisville, Ky. 
Seattle 

British Columbia 
Puget Sound 
Vancouver 

Tacoma 

Southern Colorado 
New Orleans 
Manchester & New Hampshire 
Minneapolis 
Connecticut 
Pittsburgh 
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TENNESSEE... Chattanooga 
and Nashville Report 


123,000 residential customers in 456 towns of Tennes- 


see Electric Power, bought $3,770,200 worth of 


appliances in ‘38. Annual use: 1,463 kw-hrs. 


HE Tennessee Electric Power 
Company serves 123,100 domes 
tic customers, an increase of 


about 5,000 over 1937. This company 
operates in a wide territory in the 
Tennessee Valley, serving some 456 
towns, and communities; and 
while they have curtailed somewhat 
their load-building during 
the past year, they have nevertheless 
continued to increase in 
residential consumption, by now 
having an average annual killowatt- 
hour consumption per resident cus- 
tomer of 1463.30, as compared to 
1360.46 in 1937. The company, plus 
some 193 dealers operating in the ter- 
ritory, did an estimated total appli- 
ance business of $3,770,200 in 1938. 
Sales of appliances by units, together 
with estimates on replacements and 
saturation of appliances during the 
year are shown in table below. 

Four appliance campaigns 
were conducted by the company during 
1938, the same as has been done in 
past years. The first ran from March 
7 to April 30, and resulted in dollar 


cities, 
activities 


show an 


major 


follows: Ranges 270, Water Heaters 
177, Refrigerators 1,208, Washers 195, 
Ironers 18, Mazda Lamps 84,359, 
Irons 1,471, Percolators 467, Vacuum 
Cleaners 303, Air Heaters 112, I.E.S. 
Lamps 1,849. 

The second campaign ran from May 
9 to July 2 and saw an additional $173,- 
557.00 worth of business secured. Re- 
frigerators led the 
sales with 521 units, 
for 243 units, water 170; 
Mazda lamps, 67,293; miscellaneous 
small appliances, 2,786; and lamps of 
including I.E.S., 1,720. 
The third campaign ran from July 11 
to September 3, and [ 


major appliance 
ranges accounted 
heaters, 


various types, 


accounted for 
$148,520.00 worth of business, and the 
fourth drive which ran from Septem- 
ber 19 to October 29 resulted in a 
total business of $109,370.00. 

Results of the November and Decem- 
ber campaign are not available, but 
from past experience it is believed 
that business obtained will be on a 
par with other campaigns. 

Terms and maturities in The Ten- 
nessee Electric Power Company and 
appliance quotas for 1939 are shown 


volume of business amounting to in the two tables at the right. These 
$232,721.00, with unit sales being as complete the picture. 
COMPANY AND DEALER APPLIANCE SALES 
Net Unit Sales Estimated 
1938 Estimated Saturation 
Company Dealer Total Replacements Dec. 31,'38 
Ranges 873 1,527 2,400 10% 27% 
Water Heaters 593 357 95 5% 10% 
Refrigerators 2,113 6,448 8,561 15% 61% 
ashers 1,008 Est. 2,000 3,008 10% 15% 
lroners 147 Est. 150 297 nd 2% 
Cleaners 883 Est. 800 1,683 30% 50% 
——— © Keeene Est. 7,000 ,000 50% 80% 
re ee Est. 2,000 2,000 jana 2% 
1.E.S. Lamps 10,175 Est. 7,000 17,175 10% 
Other Appliances 31,978 Est. 15,000 46,978 ices 
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APPLIANCE FINANCING TERMS 


Electric Appliances 
Range 
Water Heater (Automatic storage) 
Refrigerator (Domestic) 
Pumps and Farm Equipment 
Washer 
lroner 
Vacuum Cleaner 
Water Heater (Non-automatic) 
Dishwasher 
Fan (Domestic) 
Fan (Commercial) Portable and Ceiling 
Air Conditioning Equipment and installation 
(one installation not to exceed $4,000) 
Refrigerator (Commercial) 
Hotel and Restaurant Equipment 
Attic Fans 


** Minimum $5.00 


Minimum Maximum 

own Maturity 

Payment Months 
5%** 24 
5%** 24 
5%** 24 
10% 24 
5%** 18 
5%** 18 
5%** 12 
5%** 12 
5%** 18 
20% 4 
20% 4 
10%* 30 
10%* 24 
10% 24 
10% 24 


* or cost of installation, whichever is greater 


APPLIANCE QUOTAS FOR 1939 


General statement of plans for 1939, including estimates of expected sales of the larger 
appliances are as follows: 


Ranges 

Water Heaters 
Refrigerators 
Washers 

lroners 

Radio 

Air Heaters 

1.E.S. Lamps 
Other Appliances 


Company Dealers 
$132,000 $198,000 
91,000 49,000 
520,500 910,000 
90,000 150,000 
12,000 20,000 
Soca 500,000 
8,000 8,000 
40,000 28,000 

306,500 , 

$1,200,000 $2,455,000 








KANSAS cITy... ACtive 
in Appliance Sales 


125,000 residential customers of the Kansas City 
Power & Light bought $3,000,000 worth of 


appliances in ‘38. Annual use: 975 kw.-hrs. 


PPROXIMATELY — $3,000,000 
worth of major appliances were 
sold to the 125,000 domestic 


customers of the Kansas City Power 
& Light Company, Kansas City, Mo., 


during 1938, according to a _ report 


from G. W. Weston, secretary-man- 
ager of the Kansas City E.A. 

The Electric Association is now in 
its 16th year of market development, 
promotional and educational activities 


(Continued on page 32) 
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HEREVER YOU GO —in any 
section of the country—you find EASY the leading 
profit line of washers and ironers. 


The stores that do the volume will tell you that 
the EASY line is not only the Prestige line—but 
the Profit line as well. 

Check the records of the appliance stores—the 
department stores—the public utility stores— 

that get the turnover... 
that have no stock losses .. . 
that get the largest net profit... 
—they are the ones that handle the EASY Prestige- 


Profit line of washers and ironers on an EXCLU- 
SIVE BASIS. 


For there are no stock losses with EASY mer- 


EASY WASHING MACHINE 











chandise, no lagging turnover either—BUT a vol- 
ume and profit turnover second to none in the business. 


You, too, will find EASY’S merchandise . . 
EASY’S Sales and Advertising Programs ... sound, 
sensible and profitable. EASY’S line of washers is 
complete—it includes a quality washer for every 
prospect. Only EASY offers all 3 washing actions 
—Spiralator . . . Turbolator. .. Vacuum Cups. And 
talk about features! EASY has them. Tested, proved, 
modern. PERMA-TECTION—the latest EASY dis- 
covery—insures permanent gentleness—eliminates 
destructive friction. The entire EASY line has been 
planned to please women everywhere. 


* a . 
Get the EASY line... get your EASY money. Send 


the coupon below for the complete EASY plans 
for 1939—or ask any EASY representative to call. 
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LEADERS SELL... 















































See the complete 1939 EASY line at 
the Housefurnishings Show, Stevens 
Hotel, Chicago, Illinois—January 
8-14. Spaces 108, 109, 110. 





CORPORATION 


NEW YORK 
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EASY WASHING MACHINE CORPORATION 
200 Spencer Street, Syracuse, New York 

Please send me—at no cost or obligation—EASY’S 
1939 plans for boosting sales and profits. 
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LOCAL MARKET DATA Continued from page 29 





cal electrical indus It is estimated that the above appli- 
d by 150 firms, com ince sales were distributed as follows: 
inufacturers, whole- 25% Department stores 
lealers and utility 25% — Specialty electrical dealers 


om , eusirehin is 20% — Fumiture stores 
iia iter oie rem ls 15% — Hardware and drug stores 
1938 SALES ON LINES OF KANSAS 15% — Utility Se ted 
CITY POWER AND LIGHT Major Appliances on Lines of K. (¢ 
‘ «& Light Co. :— 
COMPANY 12,100 ranges 


380 


Power 


2,000 ranges at $165 $330,000.00 80,000 refrigerators 
9,000 refrigerators at $165 1,485,000.00 130,000 radios 
4,000 washers at $70 280,000.00 85,000 washers 
6,000 cleaners at $35 210,000.00 75,000 cleaners 
500 ironers at $60 30,000.00 5,000 ironers 
15,000 radios at $30 450,000.00 1,600 water heaters 
500 water heaters at $80 40,000.00 Average residential consumption—975 
Misc. appliances 5,000.00 “ety “he 
TOTAL $3,000,000.00 Total of 53 dealer members. 


APPLIANCE FINANCING TERMS 


Dealer Recourse 


Appliance Down Payment Max. Term Months 
Ranges $2.00 60 months 6 
Water Heaters 2.00 60 months 6 
Refrigerators 3.00 36 months 4 
Combination (two of above) 4.00 48 months 4 
Radios 5.00 12 months 4 
lroners 4.00 24 months 4 
Vacuum Cleaners 4.50 18 months 4 
Washing Machines 4.00 24 months a 
Oil Bumers 5.00 36 months 4 
Coal Stokers 5.00 36 months 4 
Furnace Blowers 5.00 36 months 4 
Attic Fans 10% 24 months 4 
Room Coolers 10% 24 months 4 














wano...5/3 per Electric 
Customer in Sales 


49,740 domestic urban and farm customers had an an- 
nual average use of 1,807 kw.-hrs. in ‘38; they 


bought $2,615,068 worth of appliances in the year 


HE Idaho Power Company and \pril and May a water heater cam- 
cooperating dealers in 1938 did paign run under the title of “What 
an outstanding job in promot Every Woman Wants” brought about 


g th i] nestic appliances the sale of 173 water heaters by 

f rt chalking up a lealers, 464 by the power company. 

Pacific Coast in sales of “Here Comes the Bride” activities 

ranges, water heaters and electric occupied June and sold 329 ranges in 

ers. The { company’s re ill, 217 of them by dealers, and 209 

1 increa the average num water heaters, 68 of them by dealers. 

f kw.-hr. consumed per domestic The “New President’s” campaign ran 

was 280 kw.-hr. The Idal from July 5 to Sept. 3, with 407 

Power Company serves 35,840 resi ranges sold by the company, 720 by 

ence customers and 13,900 farms dealers, 341 water heaters by the 

The corresponding figures 1937 company and 109 by dealers. <A 

re 33,931 residence and 12,701 farm “Lucky 13” light campaign added a 

ustomer [he average annual kw.- wattage of 7,317,893 watts to the lines 

hr. consumption for domestic custo- and resulted in the sale of 90,732 bulbs 

1938 1,807 kw.-hr n through company channels. “Wife 

1937 is 1,577 kw.-hr. representing Savers” which occupied the center of 
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an increase for this year of 280 kw.-hr. 

The company estimates that $2,615,- 
068 worth of electric appliance busi- 
ness was done in this territory during 
1938, about 80 per cent of it through 
dealer channels. This amounted to 
the high figure of $72.96 per residence 
customer. Dealers serving this terri- 
tory number 249, 57 of the depart- 
ment, furniture or mail order chain 
store type selling major appliances, 
142 other firms handling major elec- 
tric equipment and 50 who carry 
electrical goods as a side line. 

Sales of electric appliances by units 
in this region show an average drop 
of about 19 per cent over figures of 
1937, but are nevertheless high as 
compared to other sections. 

Estimated proportion of 1938 sales 
which are replacements and estimated 
saturation as of December, 1938 are 
given in the following table: 


Estimated 
Per Cent Estimated 
Replacements Saturation 
— 1938 Dec. 1938 
Sales — Per Cent 
Ranges 25 52 
Water Heaters 15 22 
Refrigerators 15 55 
Washers 50 70 
lroners 5 10 
Cleaners 26 80 
Radio Sets 50 95 
Air Heaters 36 35 
1. E. S. Lamps 14 30 


The company conducted a 
series of active campaigns through- 
out the year, in which dealers par- 
ticipated. A “Revival” campaign 
which ran from Dec. 27 to Feb. 19 in 
two sections resulted in the sale of 
240 washers and 83 ironers by the 
company salesmen. This was followed 
by a two-month spring range cam- 


power 


paign in which dealers sold 599 
ranges, power company 346. During 


the stage from September to the close 
of the year proved to be ranges and 
water heaters again. Dealers sold 
443 ranges and 75 water heaters dur- 
ing the first two months. Later rec- 
ords are not available. The power 
company’s record to November 26 was 
427 ranges and 317 water heaters. 

During the “Light Crusade” which 
paralleled this activity, the power 
company sold 252 floor lamps, 197 
desk and table lamps, 709 Renu-a- 
lites, and 57 yard lights in something 
less than three months’ time. Final 
figures for the year’s activities were 
not available at the time the report 
was made. 

Terms allowed by the company call 
for a $5 down payment on purchase 
of an electric range, with a 20-month 


contract. Similar terms are allowed 
on storage water heaters. Refrigera- 
tors call for a $10 down payment, 
with 24 months to run. Washers 


and ironers can be purchased with $5 
down and the remainder in 12 months. 

The company reports that during 
the year its residential rate per kw.-hr. 
dropped from 3¢ to 2.78¢ and its farm 
rate from 2.73¢ to 2.68¢. 

In general, business conditions in 
this section were lower than during 
1937. The company estimates that 
1939 will be about on a level with 
1938. Quotas set for 1939 have been 
placed conservatively somewhat below 
figures for the past year. 


ESTIMATE OF EXPECTED SALES OF 
LARGER APPLIANCES FOR 1939 


Company Dealers Total 
Ranges 1,590 2,090 3,590 
Water Heaters 1,350 580 1,930 
Refrigerators 650 3,780 4,430 
ashers 700 3,000 3,700 
Radio 0 7,070 7,070 
1.E.S. Lamps 1,650 3,370 5,020 


(Continued on page 37) 





UNIT SALES OF ELECTRIC APPLIANCES—IDAHO POWER 
COMPANY TERRITORY 


1938 

Company Dealers 

Ranges 1,702 2,572 
Water Heaters 1,416 583 
Refrigerators 594 3,475 
ashers 587 2,913 
lroners 160 310 
Cleaners 144 732 
Radio Sets 0 6,916 
Air Heaters 200 700 
1. E. S. Lamps 1,400 3,223 


1 

Total Company Dealers Total 
4,274 2,011 2,552 4,563 
1,999 1,756 532 2,288 
4,069 677 4,941 5,618 
3,500 422 3,300 3,722 
470 140 292 432 
876 150 1,237 1,387 
6,916 0 8,048 8,048 
195 671 866 
4,623 1,793 2,204 3,997 


JANUARY, 1939—ELECTRICAL MERCHANDISING. 
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crorcia... High Kilowatt 


Hour Consumption 


165,877 residential customers of Georgia Power bought 


$4,000,000 worth of appliances in 1938 and 


upped annual average consumption to 1,408 





HE Georgia Power Company, 
serving practically every com- 
munity in the state—some on 

a wholesale power basis—had 165,877 
residential electric customers on its 
books by December, 1938 as compared 
with 158,003 as of December, 1937. 
Its average kilowatt-hour consumption 
per residential customer rose from 
1,313.3 in 1937 to 1,408.2 during 1938. 
Despite the rise in the number of 
lomestic customers and the increase 
in average kilowatt-hour use, however, 
the approximate dollar volume of ap- 





pliance sales in the Georgia territory 
dropped from $6,000,000 in 1937 to 
an estimated $4,000,000 in 1938, ac- 
cording to O. M. Jackson, merchan- 
dise manager of the Georgia Power 
Company. 

Practically no change took place in 
the dealer or distributor set-up insofar 
as their numbers were concerned. Dur- 
ing 1938 there were approximately 50 
dealers in the territory handling a 
complete line of appliances; 20 de- 
partment stores on the same basis; and 
130 classifications 


dealers of various 


handling appliances as a_ side-line. 

The Georgia Power absorb costs on 
range and water heater wiring as they 
did in 1937 with the exception that the 
customer is charged $15 for installa- 
tion when cost does not exceed $50 
on a range and $45 on a water heater. 


The customer must also pay excess 
costs over these amounts. 

Electric refrigerators and water 
heaters are sold on terms of 5 per 
cent down and 24 months to pay or 
10 per cent down and 30 months to 
pay. 








EL Paso... Passes 
the Thousand Mark 


21,250 domestic electric customers of El Paso Elec- 


tric had annual average kilowatt-hour use 


of 1,050 in 1938: Company sales $214,000 


NCORPORATING on its lines 

the famed Mesilla Valley dis 

trict, where perhaps the highest 
kw.-hr. usage of electricity is attained 
of any place in the country, the El 
Paso Electric Company, serving a 
portion of Texas and of New Mexico, 
this year passed the 1,000 mark in the 
average kw.-hr. consumption per 
domestic consumer for its entire sys- 
tem. The exact figure is 1,050 kw.-hr. 
average per residential customer for 
1938, an increase of 98 kw.-hr. over 
last year’s figure of 952 kw.-hr. 

This company 20,000 resi- 
dence customers, 995 of them added 
this year, 1937 figures being 19,005. 
It also has 1,250 rural customers. The 
company is active in merchandising 
and in its own right sold $214,000 


serves 


GEORGIA POWER COMPANY—MERCHANDISE SALES DATA 


1937 Sales 1938 Sales (Est.) 1939 Sales (Est.) 
Dealers Est. % Est. % ealers Est .% Est. % 

Appliance Company (Est.) ReplacementsSaturation Company (Est.) ReplacementsSaturation Company Dealers 
Ranges 6,476 1,200 22% 15% 3,000 1,500 15% 23% 4,500 2,500 
Water Heaters 4,106 300 2% 9% 2,000 500 2% 10% 2,400 750 
Refrigerators 8,379 16,000 25% 66% 4,000 7,000 25% 67% 5,400 10,000 
Washers 1,871 3,200 20% 20% 900 1,600 20% 22% 1,500 2,400 
lroners 377 500 1% 3% 160 250 1% 1% 300 400 
Cleaners 933 4,000 40% 50% 900 3,000 50% 51% 900 3,500 
Radio Sets 0 14,000 90% 90% 0 9,000 90% 91% 0 12,000 
Stokers 0 1,000 0% 2% 0 800 0% 2% 0 1,000 
1. E. S. Lamps 12,000 3,500 5% 40% 10,0CO 3,500 5% 50% 12,000 5,000 
Other Appliances 52,372 45,000 
ELECTRICAL MERCHANDISING—JANUARY, 1939 


worth of merchandise this last year. 
No figure is available for total dealer 
sales. There are 23 dealers in the 
El Paso Company’s _ territory—20 
stores of the department store, fur- 
niture store or mail order chain store 
type selling the major appliances, 
seventeen of which handle them as a 
side line. There three smaller 
dealers _ selling equipment 
Record of power company and deale 
sales for 1938 as compared with 1937 
is shown on next page. 

The first six months of 1938 were 
devoted to the company’s annual 
spring drive which netted 234 ranges, 
163 water heaters and 196 refrigera 
tors. A roaster campaign in July re- 
sulted in the sale of 189 roasters. 
July and August also were devoted to 
a sale of “Variety Lights” (flood), 
of which 94 were sold during the two 
month period. A _ three-month fall 
campaign placed 103 ranges, 92 water 
heaters and 1,600 I.E.S. lamps on the 
lines. 

The El utilizes the 
method of all-employee selling to pro 
mote I.E.S. lamps, supported by news 


are 
major 


Paso company 


paper and radio advertising and win- 
dow displays. Fluorescent lighting is 
to be promoted as “plus” lighting in 


(Continued on page 39) 
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ring year the company 
ponsored two cooking schools, one in 
the spring, conducted by Hotpoint for 
i three-day pe d and another three 
lay session this fall conducted by 
Westinghou 
[Terms on appliances call for a $10 
$20 down payment on an electric 
inge, or old equipment, depending 
upon the valu the range. Con- 
tracts run as long as 48 months. Stor- 
ige water heaters sell for $15 down, 
old equipment, on a 48-month con- 
ict For refrigerators $5 ish is 
uired, plus a $5 or $10 allowance 
he old x, with a 30-day con 


Washers and 
$2.95 to $4.95 down 

years to pay the 

Fl Paso is an evaporative cooler 
tronghold During the past 
1,160 home installations of this 
vere reported on the 


1 


11 industrial installations 


ners call for 
payment, witl 


remainder 


year 
typ¢ 
company’s lines, 


and 175 in 


Air con- 
ditioning jobs involving refrigeration 
but no heat were but two in the resi- 
dential field, and five commercial in- 
stallations. The 
actively promotes 


ymmercial establishments. 


power 
the 
with a 


company 
evaporative 
display of 
rooms. It 


cooler business, 
also 
the activities of the 
Evaporative Cooler Dealers Associa- 
tion and lends support to its work in 
ts advertising. 

for 1939 have set 
a conservative figure, 


coolers in its show 


participates in 


Plans quotas at 

somewhat under 

sales for this vear Estimates of ex- 

sales of the larger 
> 


are shown in 2-column 


pected appliances 


table below. 


EXPECTED SALES FOR 1939 
—EL PASO TERRITORY 


Company Dealers Total 
Ranges 275 50 325 
Water Heaters 275 20 295 
Refrigerators 300 1,200 1,500 
1. E. S. Lamps 2,000 , 7 





SALES OF APPLIANCES BY UNITS—EL PASO ELECTRIC COMPANY 





TERRITORY 
193 1937 
Company Dealers Total Company Dealers Total 
Ranges 410 72 482 584 1 585 
Water Heaters 375 18 393 274 1 275 
Refrigerators 322 1,179 1,501 760 1,605 2,365 
Washers 57 Not Available 103 Not Available 
lroners 14 Not Available 41 Not Available 
1. E. S. Lamps 2,500 2,000 4,500 3,500 2,000 5,500 
Estimated Percentage Replacements Estimated Saturation 
1938 Scles Per Cent 
Ranges 3.1 18 
Water Heaters 45 11 
Refrigerators 2.3 63 
‘an DiEGO... United 
in Bureau Promotion 
88,293 residential and farm customers bought 34,650 
major appliances and I. E. S. lamps in 
1938, upped kw.hr. use to 893 per customer 
“AARTHEST south of the consumer is 893 kw.-hr., 58 kw.-hr. 


companies California ¢ 

San Diego Cor lidated Gas & 
Electric Company which serves the 
territory just north of the Mexican 
order on the coast This company 
sells electrical equipment, participat 
ing on the ame basis as do local 


jealers in the campaigns and activities 
puTreau OI Nadio ane 
B Rad 1 
Electrical Appliances of San 


County. The number of 


sponsored by the 
Diego 
residence 
customers served, in incorporated and 
unincorporated towns as of December, 


1938, was 73,693, an increase of 3.7 
per cent over the 1937 figure of 
70,967 The company also serves 
14,600 rural customers. In 1937 this 


13,517 


nual kw.-hr nsun 


number was The average an 


ption per domestic 
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more than last year when the average 
was 835 kw.-hr. 

rhere are 500 dealers in the ter- 
ritory served, 37 of them being de- 


mail order 
major appliances. 
153 other stores sell- 
ing major electrical equipment and 
310 dealers where electric appliances 
side line Record of sales 
through power company and dealer 
channels are shown below right. 

It will be noted that although 1938 
records are somewhat below those of 


furniture and 


chain stores selling 


partment, 


[here are also 


are a 


last year, the percentage of loss is 
less than it is in most sections of 
the country. Ironers, for instance, 


lropped only 11.9 


but 5.5 per cent Vacuum cleaners 


per cent, washers . 








actually sold in larger numbers than 
in 1937. Ranges were down 15.6 per 


cent, refrigerators 13.9 per cent. 

Under the Bureau of Radio and 
Electrical Appliances, the united elec- 
trical industry of San Diego County 
staged a series of promotions through- 
out the year. In March an “Amateur 
Ironers Institute’ was staged for 
three days in the American Legion 
Auditorium. It featured the use of 
amateur radio talent for entertainment 
purposes, and called for actual ironer 
demonstrations on the part of show 
attenders. More than 3,000 individual 
ironer demonstrations were taken, 
with a free hand towel given for each 
one. 

There followed a Spring Fair of 
Modern Home Ideas, the second of 
what is designed to be an annual 
event. This was held in Balboa Park, 
May 18-22, and featured both gas and 
electr’ appliances. Attendance ex- 
ceedea 75,000 people and the event 
was adjudged a great success as a 
stimulator of spring and summer ap- 
pliance sales. 

From April 
sponsored 


to August the Bureau 

refrigeration advertising; 
September was devoted to washers 
and jroners. Short talkie trailers 
have been used this year in seven 
county towns. Copy appears every 
other week, with a change each time. 
Refrigeration, radio, laundry equip- 
ment, small appliances and miscel- 





laneous electric appliances have been 
periodically covered in this promotion. 

The sixth annual Electrical Show 
was held in Balboa Park November 
29 to December 4. These events have 
become very popular in San Diego 
and attendance was predicted to ex- 
ceed the 100,000 mark this time. 

The sale of LE.S. lamps is pro- 
moted by the power company by a 
lamp crew of eight men and a super- 
visor. The company also has two 
salesmen in the commercial lighting 
field and contemplates the addition of 
another man in 1939. They are not 
actively promoting fluorescent light- 
ing. 

Inasmuch as San Diego is adver- 
tised as “air conditioned by nature”, 
this department is not an important 
one in that section. However, two in- 
dustrial jobs involving refrigeration 
but no heat are reported. 

On power company sales terms 
offered call for acceptance of the old 
range as down payment on purchase 
of a new range, with a 30-month con- 
tract. The offer is similar for water 
heaters. Refrigerators call for a $10 
down payment and a 24-month con- 
tract. Washers and ironers can be 
had for $5 down and the remainder 
paid over 18 months. 

Plans for the coming year were not 
made at the time this report was 
written but the outlook is good. 

(Continued on page 43) 















SALE OF ELECTRIC APPLIANCES BY UNITS—SAN DIEGO COUNTY 


1938 
Company Dealers 
Ranges 300 375 
Water Heaters 340 235 
Refrigerators 310 7,190 
ashers 180 3,920 
lroners 70 630 
Cleaners 150 2,450 
Radio Sets Es 12,000 
Air Heaters 250 1,250 
1. E. S. Lamps 4,300 700 
JANUARY, 


1939—ELECTRICAL MERCHANDISING 


Total Company Dealers Total 
675 472 328 800 
575 455 178 633 
7,500 440 8,185 8,625 
4,100 228 4,097 4,325 
700 82 753 835 
2,600 171 2,424 2,595 
12,000 hates 12,625 12,625 
1,500 349 1,651 2,000 
5,000 4,319 1,681 6,000 
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HELVINATOR 


Look at This! Cold-making power 
equal to 1050 pounds of ice a 
week! Only Kelvinator has the 
sensational ‘‘Polarsphere"’, con- 
sidered the most efficient unit 
ever placed in a home refrig- 
erator 


New, modern design . as eye- 
thrilling as streamlined trains, 
houses, and ‘planes. Every part 
of the Silver Jubilee design is 
completely new. Note the wider 
front, less depth more storage 
space ... ends stretching and 
fumbling about 


One . Two and ice-cubes 
pop out! The famed Kelvinator 
Speedy-Cube Release in trays 
of new design made of Magic 
Metal. New pull-tabs end strug- 
gle of freeing tray from sleeve 


New! Vegetable Bin amazingly 
roomy! Offers convenient, dry 


storage for onions, potatoes 


squash, etc. Tilts out. 
chromium-type handle 


Handy 


ANOTHER SILVER JUBILEE 
ANNOUNCEMENT 


Vital to Appliance Dealers 


and 


Retail Salesmen 


KELVINATOR Starts Celebration of 


25th Anniversary with Founding of 


NATIONAL SALESMEN’S INSTITUTE 





@ You would expect this announcement from 
Kelvinator — the originator of the “Sales 
Mean Jobs” Crusade that swiftly grew into 
a nation-wide prosperity movement. 

George ‘W. Mason, president of Nash- 
Kelvinator Corporation. believes the great- 
est need in business today is better sales- 
manship. Out of this belief now comes the 
Kelvinator National Salesmen’s Institute. 

The following statement is made by I. W: 
Burritt, vice-president in charge of sales of 
the Kelvinator Division: 

“T am privileged to announce the found- 
ingofthe Kelvinator National Salesmen’sIn- 
stitute, with Sidney Edlund as its president. 

“Mr. Edlund hasa brilliant record as sales- 
manager, author. teaclier, and co-founder 
of “Man Marketing Clinic’. This broad ex- 
perience makes particularly helpful . the 
opportunity to train under his leadership. 

“The Institute will approach the whole 
subject of retail sales training in an entirely 
new way! It bids fair to promise an im- 
mediate influence on dealer profits as well 
as increased ability and earning power for 
the salesmen. 

“Dealers will find in the Institute an an- 


swer to such problems as securing the best 


available sales manpower, keeping athat 
manpower happy and increasingly produc 
tive, reducing employment turnover, and 
cutting down sales expense. : 

“The Institute courses will be open to 
any dealer handling any Kelvinator appli- 
ance—refrigerator, electric range, electric 
water heater, laundry equipment—and to 
any retail salesman employed -by such a 
dealer. 

“It is not mere chance that Kelvinator is 
launching the Institute at the beginning of 
this Silver Jubilee year. Dedicated to the 
growth and betterment of the appliance in- 
dustry, the Institute is an earned recogni- 
tion of the part that has been played—and 
will always be played —by dealers and retail 


salesmen in this industry.” 


Vice-President in Charge of Sales, 


Kelvinator Division. 


RELVINATORS 25" BIRTHDAY PARTY 


ELECTRICAL MERCHANDISING—JANUARY, 1939 
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Mrs. Jones 


Just Bought 





HAT’S “news” in the country—and it spreads 
like wildfire. 


Possibly Mrs. Jones’ new washer is an electric 
because she may be one of the few farm women 
who is on a hi-line and has electricity. 


Every survey that has been made following the 
introduction of a hi-line shows that the first labor- 
saving appliance that farm women purchase is 
a power washer. 

In six surveys over 80% purchased power washers, 
and the average in over 30 surveys has been 4714%. 
But here’s what's important to dealers — 

This is proof of the need and desire of farm 
women to own power washers — proof they have 


the “spendable income” to buy — proof they 
will purchase if the dealer goes after those sales. 


You can sell all the Joneses — 


and the Smiths too 


Go after farm prospects. Sell all the electric washers you can. But don’t 
stop there. Also go after the 5 out of 6 farm prospects that are off the hi-line. 
Show them that gas and electric models wash alike — are just as simple to 
operate — just as convenient — both have the same features and economies. 


It’s the farm market where there is the greatest need for power washers 
with large heavy washings, week after week — it’s the market of least 
competition — with the lowest point of saturation — the market of clean 
sales, with no trade-in problems — the market without an unemployment 


problem — the market of good spendable income. 


Sales will come faster and easier if the gas powered washers you sell are 


“powered by Briggs & Stratton.” 





The hi-line makes possible the sale of electric 
washers to the few farm homes that get electricity 
— but the bigger opportunity for greater sales 
volume is in the 5 out of 6 farm women who do 
not have electricity. 


Their desire to own a power washer — their need 
— their “ability to buy” — is the same. 


And these surveys prove that at least one-half of 
them “want” power washers — and are ready 
to buy right now. 


To get this business the dealers’ job is only to 
show those farm women off the hi-line that gas 
powered washers are equivalent to electric models 
in every way. 

And explain how simply, how easily a gas pow- 
ered washer, purchased now, can be made over 
into an electric at very little expense if, at any 
time in the future, a hi-line does come through. 




















Farmers know Briggs & Stratton Gasoline Motors — accept them as their guide when purchasing any small gasoline powered 
equipment, tools, or home appliances. Over a million in farm use testify to their dependability—their economy—their durability. 
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MONTANA...SHows Sales 


Increase for 1938 


69,483 residential and farm customers of Montana Power 


bought 


49,360 appliances and lamps 


1938. 


in 


Annual residential consumption now 822 Kw-Hrs. 


YEAR of active dealer co- 
operation in Montana shows a 
marked increase in dealer 


selling, particularly of the larger ap- 
pliances. The Montana Power Com- 
pany serves 66,781 residence cus- 
tomers, 1,553 more than in 1937 and 
2,702 farms. In 1937 the figures were 
65,228 residence customers and 2,451 
farms. The annual kw.-hr. 
consumption per home was 822 kw.- 
hr. for 1938, 815 kw.-hr. for 1937. 

The company reports 228 dealers 
serving its territory, 195 of them 
being of the department store, furni- 
ture store or mail order chain store 
type and 33 other stores selling major 
appliances. Record of unit sales of 
electric appliances are not available for 
dealers in 1937, but a study of the 
figures shown below will indicate that 
the trend of selling in this territory 
is toward dealer outlets. 


average 


It is estimated that 5 per cent of 
range represent replacements 
and about 5 per cent of refrigerator 
sales. There is a 20 per cent satura- 
tion of electric ranges in this territory 
and a 55 per cent saturation of electric 
refrigerators. Figures on other appli- 
ances are not available. An estimate 
of the dollar volume of power com- 
pany sales of electric appliances for 
1938 places this figure at $305,000. 
Figures on volume are not 
given. 

During April, May and June a cam- 
paign was held on ranges and refriger- 
ators, which resulted in the sale of 
325 ranges and 644 refrigerators. The 
end of the year was devoted to I.E.S. 
lamps. Methods used for the promo- 
tion of I.E.S. lamp sales include co- 
operative advertising with dealers and 
selling by both salesmen and home 
service girls. Each year sees a special 


sales 


dealer 


UNIT SALES OF ELECTRIC APPLIANCES—MONTANA POWER 
COMPANY TERRITORY 





1937 
1938 Company 
Company Dealers Total Only 

Ranges 450 625 1,075 922 
Water Heaters 100 80 180 81 
efrigerators 625 4,875 5,500 1,415 
Washers 80 5,350 5,430 215 
lroners 50 650 7 ° 
Cleaners 225 2,350 2,575 381 
Radio Sets None 9,600 None 
Air Heaters None 150 150 . 
Portable oy 1,075 5,500 6,575 2,677 
*All Other Appliances 3,075 14,500 17,575 7,729 


* 1937 figures on “all other appliances” include ironers and air heaters. 


ELECTRICAL MERCHANDISING—JANUARY, 1939 





lamp campaign held in November. 
During the year the company operates 
the usual cooking schools throughout 
its territory and participates in appli- 
ance shows with dealers. Special pro- 
motional advertising on radios has 
been run for the benefit of dealers; 
the company does not merchandise 
this appliance. Company terms calls 
for a 10 per cent down payment on 
electric ranges, storage water heaters 
and refrigerators, with a 24-month 
maximum contract. Fluorescent light- 
ing was promoted in the commercial 
field. 

In general it may be said that 1938 
was somewhat better than 1937 in the 
farming industry in Montana, but far 
below it in the mining and industrial 
field. Metal prices caused a slump in 
mining activities during both years, 













but a gradual recovery in prices dur- 
ing 1938 indicates that mining activi- 
ties early in 1939 will be at about the 
same level as in the beginning of 1938. 
Considerable improvement is looked 
for in this region during the coming 
year. 

An estimate of expected sales of 
larger appliances during 1939 shows a 
predicted increase in almost every line. 


EXPECTED SALES OF ELECTRICAL 
APPLIANCES FOR 1939 


Company Dealers Total 

Ranges 600 600 1,200 
Water Heaters 160 75 235 
Refrigerators 870 6,000 6,870 

ashers None 5,500 5,500 
lroners None 500 500 
Radio None 9,500 9,500 
1. E. S. Lamps 2,000 7,000 9,000 






utan...Keports 
Active Appliance Year 


100,637 residential customers of Utah Power & Light 


and Western Colorado Power bought $5,035,000 


worth of appliances in 1938 from 508 dealers 


TAH, western Colorado and a 

portion of Idaho are included 

in the territory served by the 
Utah Power & Light Company and the 
Western Colorado Power Company, its 
subsidiary. Together they serve 83,- 
937 residence customers and 16,700 
rural customers. In 1937 these figures 
were 83,066 residence and 16,607 rural 
customers. The average annual con- 
sumption of electricity per residence 
customer in 1938 reached the level of 
1,130 kw.-hr., an increase of 63 kw-hr. 
over 1937, when the average was 1,067 
kw.-hr. per residence. On the farm 
the 1938 average was 994 kw-hr. for 
1938, 926 kw.-hr. for 1937. 


There are 508 dealers reported as 
selling electrical equipment in this ter- 
ritory, of which 65 are of the depart- 
ment store, furniture store and mail 
order chain store type selling major 
appliances, 66 represent other stores 
selling the larger electrical equipment 


and the remaining 377 are stores 
handling electrical appliances as a 
sideline. The company estimates that 


during the year of 1938 the power 
company sold $492,895 worth of elec- 
trical appliances; electrical dealer dur- 
ing the same period sold $4,542,191, a 
total volume of $5,035,086. Unit 
sales from power company and dealers 
(Continued on page 45) 
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A NEW AND SENSATIONAL COOKING APPLIANCE|— 


UNIT 


EUREKA ELECTRIC RANGE: 





lroners 
Cleaners 
Radio Se 
Air Hea’ 
LES. L 
Fixtures 


With Exclusive Patented Folding Side Burners 
For Boiling, Frying and Surface Cooking 






Figur 
ures fo: 
year, W 


: 
PORTABLE | =a 


budget. 


Ranges 

Water H 
Refrigere 
Washers 
Units fold up when not in use lroners 

Cleaners 
Radio S 
Air Hee 
RAF 


Exclusive patented Surface Cooking 





UTILITY — Cooks a complete 
meal at one time for average 
family. Will roast a large fowl, Figu 
or a 4'2-lb. meat roast, eight § sales r 
potatoes and two vegetables § ments 
at the same time. figures. 
Duri 
a num 
which 
and so 


- 
y 


alone. 
Activit 
which 
residen 
visors 
sales 
Chrom: 
resultes 
Duri 
April < 


PORTABLE—Can be plugged in at 
e rar 


to any suitable convenience 
outlet. No special wiring in- | ©O™P@! 
stallation is necessary. weekly 
on the 











Gm" NEWS for utilities, department stores and electrical appliance a eo 
dealers ... the famous Eureka Vacuum Cleaner name is now on a Weeklh 
portable electric range. toaster 
Millions of women have been denied the benefits of electric ceieal 
cookery because of high initial cost and expensive wiring installation. they c 
But now the Eureka Electric Range is here to fill this want... a essays 
complete range at $39.95 ... complete with utensils and requiring prospe 
no special installation. ranges, 
Automatic heat control, exclusive patented current-limiting switches by dea 
and exclusive patented folding nad cooking units are assnte of A pe 
the Eureka Electric Range. Because of these features the range does same | 
everything ... broils, bakes, boils, fries, toasts, stews, steams and grills. of 335 
The Eureka Electric Range is fast, economical, sturdily constructed, throug 
smartly styled . . . a quality product like the Eureka Vacuum Cleaner. not me 
Discounts offer wonderful money-making possibilities for dealers arily. 
and salesmen. Write or wire today for full details about the Eureka throug 
Portable Electric Range sales. 
5 - May a 
ELECTRIC RANGE DIVISION FOOLPROOF SWITCHES—Exclu- | 6? Was 


EUREKA VA cu UM CLEANER COMPANY sive patented current-limiting Follc 


switches that automatically 


6060 HAMILTON AVENUE DETROIT, MICHIGAN _ control wattage input. 
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for 1938 as compared with 1937 are 


given here: 





UNIT SALE OF ELECTRICAL APPLIANCES—UTAH POWER & LIGHT 
COMPANY TERRITORY 


1938 

Company Dealers 
Ranges 1,146 1,843 
Water Heaters 574 266 
Refrigerators 677 6,855 
Washers 287 8,565 
lroners 65 550 
Cleaners 194 4,015 
Radio Sets pest be 15,795 
Air Heaters 257 691 
|. E. S. Lamps 4,291 5,615 
Fixtures 3,534 19,799 


1937 

Total Company Dealers Total 
2,989 2,310 2,417 4,727 
840 1,268 368 1,636 
7,532 1,360 9,440 10,800 
8,852 337 10,953 10,790 
615 115 610 725 
4,209 312 5,742 6,054 
15,795 1 16,633 16,634 
948 351 1,122 1,473 
9,906 5,374 6,733 12,107 
23,333 PS Ra Tae pe ee 





Figures are stated to be actual fig- 
ures for the ten months of the 
with an estimate for the last 
two months, checked with the annual 


budget. 


first 


year, 


Estimated 
Proportion of Estimated 
Replacements— Saturation 
1938 Sales Dec., 1938 
Per Cent Per Cent 
Ranges 30 35 
Water Heaters 5 5 
Refrigerators 25 55 
Washers 75 77 
lroners 20 1 
Cleaners 75 78 
Radio Sets 75 100 
Air Heaters 75 6 
1. E. S. Lamps 30 39 


Figures on saturation are based on 
sales records, corrected for replace- 
ments and checked against national 
figures. 

During the year the company held 
a number of campaigns, many of 
which were participated in by dealers 
and some of which were for dealers 
alone. These include a “C.C.C. Unit 
Activity” during February and March, 
which was participated in by outside 
residential salesmen, home service ad- 
visors and service men on company 
only of Calrod, Corox and 
Chromalox electric range units. It 
resulted in 347 sales. 

During this same period and through 
April a range contest and silver plat- 
ter range campaign was on for both 
company salesmen and dealers. Four 
weekly prizes were given on essays 
on the subject of “Why I Would Like 
an Electric Range”, entry blanks be- 
ing obtained from dealers or utility. 
Weekly prizes included range, mixer, 
toaster and lamp. Entries 
turned to dealer from 
they originated. A 
essays were submitted. Sales to these 
prospects amounted to 823 electric 
ranges, 332 sold by the company, 491 
by dealers. 

A poultry brooder campaign for the 
same three months resulted in sale 
of 335 electric poultry brooder, mostly 
through dealers, as the company does 
not merchandise farm equipment ordin- 
arily. An iron campaign in May 
through the company alone netted 419 
sales. Another company campaign in 
May and June on home laundries sold 
62 washers and 17 ironers. 

Following the simplification and re- 


sales 


were re- 
whose store 


total of 8,291 


ELECTRICAL MERCHANDISING—JANUARY, 


duction in rates which was announced 


early in the summer another cam- 
paign, this time on hotplates, resulted 
in the sale of 527 hotplates through 


During July 
a Warehouse Clearance on Lamps was 
carried on which resulted in the sale 
of 282 floor and table lamps and 172 
other lighting fixtures. 

Other campaigns restricted to the 
company alone were the Reddy Kilo- 
watt Tag campaign which ran from the 
middle of July through August. Com- 
missions were paid for the sale 
of certain tagged merchandise. Re 
sults showed the sale of 106 ranges, 
42 refrigerators, 114 hotplates, 236 
lamps, 84 water heaters and 44 other 
appliances. Lamp campaigns have 
been restricted to the company, al- 
though dealers are encouraged to push 
sales also during the same period. In 
April a lamp bulb campaign resulted 
in the sale of 8,861 cartons of lamps 
with an average wattage of 72.2 watts 
per bulb. In September a similar ac- 
tivity was carried on, and resulted in 
the sale of 8,914 cartons with an 
average wattage of 71.5. The last 
three months of the year were devoted 
to a portable lamp and fixture light 
conditioning campaign on which re- 
turns were not complete at the time 
this report was made. Up to and 
including Nov. 12, however, company 
sales of 809 portable lamps and 766 
other fixtures had been made. 

In the meantime a number of com- 
pany dealer activities were going on. 
Following and accompanying the 
range essay contest was the Spring 
Electric Water Heater Drive, from 
March 15 to the end of June, which 
resulted in 500 358 through 
company channels, 142 by dealers. The 
Bright Sox Range campaign running 
through May and June brought 695 
sales, 328 by the company, 367 by 
dealers. During October, November 
and December dealers and company 
joined in an “Adda-Lotta-Load” cam- 


company channels alone 


sales, 


paign. Returns were not complete but 
sales through Nov. 12 showed com- 
pany range sales to be 187, dealer 


range sales 235, a total of 422 ranges. 
Dealers had sold 26 water heaters and 
the company 47, a total of 73 of this 
appliance. 

Among the new types of merchan- 
dising carried on during the year are 
the commercial cooking truck which 


1939 


the company operates to take demon- 
strations of this equipment to outlying 
districts and the light conditioning ex- 
hibit which it staged. In the agri- 
cultural field new equipment intro- 
duced includes an electric potato 
cooker for cull potatoes fed to pigs, 
a heater for whey fed to livestock, a 
dog kennel heater, a new type of 
drinking water warmer and a small 
Hammer Mill feed grinder. 

Air conditioning installations in all 
fields number in the total 66 evapora- 
tive cooler installations of 4 to 4 hp. 
capacity, 44 installations involving re- 
frigeration, 1 large central plant in- 
volving evaporative cooling and 129 
miscellaneous exhaust and flower fans. 

Terms allowed in the sale of elec- 
tric call for a uniform 
minimum payment of $5, 


appliances 


down with 





contracts which run for 24 months on 
ranges and refrigerators, 30 months 
for water and 12 months 
maximum on washers and ironers. 

An improvement in business condi- 


heaters 


tions is looked for in 1939 and quotas 
have been set well above the record 
for 1938, although in most cases not 


quite so high as the 1937 level. 


EXPECTED SALES OF ELECTRIC 
APPLIANCES—1 939 


Company Dealers Total 
Ranges 1,700 2,250 3,959 
Water Heaters 1,200 350 1,550 
Refrigerators 1,000 8,800 9,800 
Washers 310 10,490 10,800 
lroners 85 604 689 
Radio 18,700 18,700 
Air Heaters 319 668 987 
1.E.S. Lamps 5,400 13,200 18,600 
Fixtures 4,600 23,550 28,150 


an ers | 
mitt ae 
ha» ; 


2 Gas 


tos ancEtEs... $10,000,000 
Electrical Business 


346,300 residential customers of the Bureau of Power 


& Light pushed their annual use to 820 kw.- 


hrs. a year and bought $9,820,000 in appliances 


RAMATIZING Boulder Dam 


power and pushing the sale of 


electric ranges and_ water 
heaters through the dealers of Los 
Angeles, the Bureau of Power and 


Light of the southern California me- 
tropolis has forged steadily ahead dur- 
ing the past year, increasing its aver- 
age annual use by domestic consumer 
from 782.58 kw.-hr. last year to 820 


kw.-hr. for 1938. 


creased 


This meant an in- 
use of electric appliances, 
which was represented by a total sale 
of $9,820,000 worth of appliances. 
The Bureau serves 346,300 domestic 
which, incidentally, is 
more than in 1937. As its 
confined to incorporated 
area, there are no rural customers on 


customers, 
15,670 
service is 


(Continued on page 46) 
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fits own, but has a number of sales 


whose duty it is 


] thy 


fall and 
addition 
demonstrations 


the 
Show. In 
year 


Household Show in 
the Automobile 


throughout the 





p rough were given on arrangement in down- 
out the t town stores and smaller cooking 
i here e 339 deal the I lemonstrations in dealer stores and 
\ le listrict vh nineteen r salesmen’s groups Cake baking 
present ma lepartment, furnitu contests were run in all parts of the 
1 ma iin stores handling city. I.E.S. lamps were promoted by 
the é Angeles is direct mail advertising and by special 
itstanding] ty of il shopping py run in a publication which went 
listricts, | d it Idition apartment house tenants. This was 
the 291 her stor ig llowed up by dealer salesmen. 
i ipplia Deal \ vho1 The Bureau reports that the general 
yplias leline number 50 sults from its lighting program have 
The entrar local plumbing ween satisfactory, although indica- 
grouy ire th an en tions from local lamp manufacturing 
las ! iter heate elling ‘ompanies suggest that sales were 
im al past few slightly below those of last year. The 
irs and | eased markedly dur apartment house market for I.E.S. 
1938 lamps will be intensively covered dur- 
ihe Bureau acts as the agent fo ing 1939 by dealers, stimulated by the 
he E.H.F.A. in offering terms to cooperation of the utility. Fluo- 
dealers. These call uniformly for a rescent lighting has not been actively 
5 per cent down payment. On elec promoted by the Bureau, although in- 
tric ranges and storage water heaters, stallations are being made in this ter- 
five yea ire allowed for payment; _ritory. 
refrigerator ay run for three years; The record of air conditioning in 
adios call payment within 18 stallations in this territory indicates 
months, while washers and ironers 57 commercial installations have been 
may be paid f ver a two-year or made, 4 industrial and 7 in the home. 
three-vea , lepending nm In addition two attic fan installations 
whether or not it a combination in residences are reported. The com- 
il mercial installations are most of them 
Phe gra sales campaigns for the type calling for refrigeration, 
1938, a ponsored by the Bureau, 51 coming under this category four of 
illed for a Janua learance sale, a the installations were evaporative 
Febru: wat eate campaign, a cooler jobs, while two were reverse 
ve on ranges which lasted from le installations. The industrial in- 
March 15 May 15, water heaters stallations were two of the refrigera- 
Jun ing n August 15 to tion type and two calling for evapora- 
October 15, wat eaters again from tive coolers. All the residential jobs 
October 24 to December 1, and ranges were full refrigeration installations. 
iin starting m December 15 and Sales by dealers for 1938 were a 
carrying over into the new year. The _ little under the record for 1937, except 
Bureau of Power and Light partici- 1 the case of radio sets, which 
pated and encouraged dealers to take howed an increase. The record com- 
part in three local shows—the Hous piled from confidential dealer reports 
Show in the spring, the Food and is shown in the table below: 
APPLIANCE SALES BY LOS ANGELES DEALERS 
Per Cent of Estimated 
Replacements Saturation 
1938°* 1937 — 1938 sales Per Cent 
Ranges 5,025 6,256 3 4 
Water Heaters 1,500 1,701 Negligible 1.2 
Refrigerators 29,500 36,958 50 54 
Washers 18,500 20,417 70 
lroners 3,400 3,547 5 
Cleaners {900 6,528 75 
Radio Sets 30,000 28,104 80 
Air Heaters 1,800 3,677 5 


* Last two months estimated. 





Percentage and saturation percentages 
calculated 


reports. 


ire actual figures from 
dealers’ confidential 

Plans for year call for 
7,000 ranges and 2,000 water heaters 
the Los 
Other appliances 
are not budgeted by the Bureau, but 
their sale usually corresponds roughly 


the coming 


to be sold by dealers in 


Angeles territory 
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to that of the major appliances. In 
other words, 1938 sales of electric 
ranges were off 19 per cent, of water 
heaters off 11 per cent, of refrigera- 
tors off 20 per cent as against 1937 
figures, but plans for 1939 call for a 
334 per cent increase in both electric 
range sales and electric water heaters 
over sales of the current year. 


SOUTHERN CALIForRNIA... Sales 
Average $29 a Customer 


430,000 


domestic customers of the Southern Cali- 


fornia Edison have annual average use of 


952 kw.-hrs. a year. Year's sales: $12,500,000 


LTHOUGH 1938 sales were 
somewhat below those of 193/ 
in the served by the 

Southern California Edison Company, 
as they were elsewhere in the United 
States, the total of reported sales of 
electric appliances by dealers and 
utility totaled $12,500,000, which aver- 


area 


aged re than $29 per domestic cus- 
tomer he power company’s lines. 

The Southern California Edison 
Company rves 430,000 residential 


customers. ‘1 his is an increase of 3.4 
per cent ov the 1937 figure of 
415,050. The average kilowatt-hour 
consumption for this year is estimated 
at 952 kw.-hr. per residential con- 
sumer, an increase of 42 kw.-hr. over 
the 1937 for the Southern 
California Edison Company, which 
was 910 kw.-hr. Dealers in this area 
cooperating with the company in its 
campaigns and reporting monthly on 
appliance sales number 387. 

Records for the year are compiled 
from their reports, plus the company’s 
figures of its own sales. 


average 


Figures on replacement sales and 
estimated saturation are obtained from 
intermittent checks of small areas and 


reference to past sales accomplish- 
ments. Sale of ranges for this year 
was off 31.5 per cent and of water 


heaters off 43.6 per cent as compared 
with 1937 figures. Interesting is the 
fact that whereas last year one ironer 
was sold to every 54 washer sales, this 
year the figure had dropped to one 
ironer for every 7.8 washers sold. 
Sales of radios maintained their high- 


est relationship to last year, being only 
14.3 per cent off. 

The outstanding campaigns for 1938 
were on small appliances, culminating 
in a roaster campaign which began 
June 15. All media were used for this 
industry drive, including newspapers 
radio, the company’s consumer pub- 
lication, and other types of advertis- 
ing. Employee meetings were held 
and all employees cooperated. The 
total sales reached 6,500 by Christmas 
Special emphasis was placed during 
the year on I.E.S. lamps in newspaper 
advertising, the company’s “Electrical 
Times”, and radio. A field crew was 
also at work. This activity is com- 
bined with the company’s trailer ap- 
pliance repair service. 

During the year 35 cooking schools 
were held. Elaborate exhibits of 
electrical home and farm appliances 
were presented at the Los Angeles 
County Fair at Pomona and _ the 
National Orange Show at San Ber- 
nardino. The trailer repair service 
which has been in force now for some 
time, was continued in full swing. 

The company allows a thirty-month 
contract on the major appliances, with 
from five to ten per cent minimum 
down payment on ranges and ten per 
cent on water heaters and refrigera 
tors. Radio sets are allowed to run 
on a twelve month basis; washers and 
ironers require a ten per cent down 
payment but have no specified length 
oi cuntract. 

Results of the company’s 

(Continued on page 51) 


1938 





SALE OF ELECTRIC APPLIANCES BY UNITS—SOUTHERN CALIFORNIA 
EDISON COMPANY TERRITORY 





Company Dealers Total Company Dealers Total 
Ranges 1,500 3,500 5,000 7,305 
Water Heaters 400 1,100 eae 2,663 
Refrigerators 33,000 33,000 49,396 49,396 
Washers 25,000 25,000 34,087 34,087 
lroners 3,200 ae 6,356 6,356 
Cleaners 10,000 10,000 13,938 13,938 
Radio Sets 50,000 50,000 58,342 58,342 
Air Heaters 400 1,000 WS \icteeu. ~ sce eee 3,472 
1. E. S. Lamps 17,650 Unknown ...... 22,315 Unknown ...... 

Estimated Replacements Estimated Saturation 
Per Cent 1938 Sales Per Cent 
Ranges 15 9.5 
Water Heaters 7.5 4 
Refrigerators 10 60 
Washers 30 55 
Se rn ee ©. a 4 
Cleaners 75 50 
Radio Sets 48 90 
JANUARY, 1939—ELECTRICAL MERCHANDISING 
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lighting program are reported as 
highly satisfactory. Plans for 1939 
include possible addition to the sales 
staff in this field. The Edison Com- 
pany now promotes fluorescent light- 


company channels. Other items in the 


quota include: 
To be sold during 1939 
Utility and Dealers 


the medium of 
promotional 


various 
campaigns, 


cooperative 
electric and 
radio show, refrigeration show, manu- 
facturer’s show, etc. 

The following is an outline of basic 


survey in the territory 
Association serves, namely 
Chester, Delaware, Montgomery and 
Philadelphia Counties. 








statistical data secured from a recent 
which this 
Bucks, 








i Sadtonten teed t meee the Loven Ranges 5,000 
JET Bn bt ina ha it may be forced Wal aen_8 
ieee. Wore Ho00 POPULATION AND NUMBER OF HOMES AND FAMILIES AS OF 
Evaporative coolers ranked high in lroners 3,000 JANUARY I, 1938 
the record of air conditioning instal-  — yo Counties Population Homes Families 
lations. The record is as follows: 1. E. S. Lamps 23,000 Bucks 96,727 22,789 23,609 
a ba . Chester 126,629 28,140 29,686 
Com todo The most significant trend in the Delewere 280,264 62,846 67,130 
mercial trial Home Southern California market territory Mont jomery 265,805 57,304 61,033 
_ | Attic fans 20 20 is the acceleration in home building Philadelphia 1,950,961 398,087 458,627 
ng on ) eg el 70 20 100 a P now reg’ 7 It rn onl GRAND TOTALS 2,720,386 569,166 640,085 
al Gate Gent 50 95 5 mated that fully 25,000 new homes 
or 1938 including heat 5 673 =~ 3 Should be added to the Southern Cali- NUMBER OF AUTOMOBILES, HOMES WITH RADIOS AND TELEPHONES 
nating fornia Edison Company’s lines during Peet theme 
: begat Plans for the coming year set a 1939. This is an attractive potential Counties (Passenger Cars) Radios Telephones 
for this quota of 5,000 ranges and 2,400 water market for adequate wiring and elec- Bucks 26,861 21,900 12,690 
'Papers,@ heaters to be sold through dealer and trical appliances. Chester 30,899 27,100 18,645 
r pub-§ Delaware 69,172 60,300 53,376 
ivertis- Montgomery 71,630 54,900 59,025 
na Philadelphia 248,247 382,000 364,513 
The GRAND TOTALS 446,809 546,200 508,249 
‘istmas 
ac a ESTIMATED 1938 SALES OF MAJOR APPLIANCES AND PERCENTAGE 
paper OF SATURATION 
trical Percentage 
ve pose 1938 Sales Saturation 
5 eae. Electric Refrigerators 42,926 55% 
Electric Ranges 7,007 1% 
ler ap Electric Water Heaters 4,737 5% 
Radios 80,340 96% 
schools Oil Burners 12,487 11% 
in ol Cleaners 23,150 83% 
— lroners , 2,690 4% 
ingeles 
id the PERCENTAGE OF MAJOR APPLIANCE SALES BY THE VARIOUS RETAIL 
n Ber OUTLETS 
service Specialty Dealers 36% 
r some Department Stores 24% 
a Fumiture Stores 23% 
- . Hardware Stores 1% 
‘mont Utility Company 10% 
Ss, witl 
nimun NUMBER OF DEALERS SELLING ELECTRICAL APPLIANCES 
en per (a) Dealers handling complete line 385 
rigera (b) Department Stores handling complete line 8 
on on (c) Other Dealers, where appliances are sideline 1,410 
rs and TOTAL 1,803 
dow: 
length ESTIMATED 1938 RETAIL SALES AND EFFECTIVE BUYING INCOME 
Effective Buying Income 
19388 Money available to os spent after 
fixed charges such as rent, taxes, 
Counties Total Retail Sales etc., are taken out. 
Bucks $21,484,000.00 $53,991 ,000.00 
anime M . t . a poeple nye 73,943,000.00 
elaware ,114,000.00 230,794,000.00 
RNIA PHILADELPHIA iad a l YT) a l Tr) S Montgomery 78,797,000.00 205 548,000.00 
Philadelphia 656,744,000.00 1,452,996,000.00 
H l g h S ad l e S L e V e l $855,080,000.00 $2,017,272,000.00 
mae | 1938 AVERAGE VALUE OF OWNED HOMES AND AVERAGE MONTHLY 
663 RENTAL OF RENTAL HOMES 
,396 , ‘ . ‘ Average Value Average Monthly Rental 
087 576.460 domestic customers of the Philadelphia Electric —_ (Owned Homes) (Rented Homes) 
' ; Bucks $4,635.00 $22.17 
938 Company bought $18,000,000 worth of appliances Chester 5,053.00 20 45 
a 4 E aware O74. 38. 
AT2 in ‘38 and upped average Kw.-hr. use to 962  ¢ tne ell 6'980.00 3155 
aye Philadelphia 5,705.00 36.81 
ration 
HE 575,460 domestic electric delphia of which George Conover is The local utility company report of domestic appliance business in this 
customers on the lines of the managing director. shows a total of 575,460 domestic and territory for 1938 is $18,000,000 which 
Philadelphia Electric Company Chief among the aims and purposes rural customers in the territory, ap- is an average of approximately $31.00 
in 1938, bought approximately $18,- of the Association is the development proximately 984% of which are of the per domestic and rural customer. 
000,000 worth of electrical appliances of the market for the sales of major urban classification and approximately The average domestic and rural 
during the year, according to a report electrical appliances in the Philadel- 14% are rural customers. KWH< consumption of electric current 
— of the Electrical Association of Phila- phia metropolitan territory, through \n estimate of the aggregate volume (Continued on page 56) 
ING 
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LOOK AT THIS POWERFUL YEAR-THROUGH SCHEDULE 


AR. | APR. | MAY | JUNE | JULY | AUG. 


JAN. | FEB. _APR. 


ROASTER ADS 
8 ecee 


Building Up to Your 
Two Peak Selling Seasons 


IRON ADS 
12 ee e ° 


One a Month 
Right Through The Year 


4 FAN ADS 


One Every Two Weeks 
During June and July 


Westinghouse - 


ELE 
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DEALER CONVENTIONS 





iS Check your convention city on this list and 
get date from your Westinghouse Distributor 


Middle Atlantic District South Central District Midwestern District 
Philadelphia New Orleans Denver 
Washington Birmingham Wichita 
Scranton Knoxville Kansas City 

Nashville St. Louis 
— Chattanooga Memphis 
Eastern District 


Newark 


Di ; Southwestern District 
Albany Central District 


Little Rock 
Syracuse Louisville Oklahoma City 
Rochester Cincinnati Dallas 

Buffalo Huntington Houston . 

New York Pittsburgh San Antonio 
Cleveland El Paso 

Toledo 

Detroit Pacific Coast District 
Phoenix 


Northwestern District San Diego 
Los Angeles 


New England District 
Springfield 
Boston 


Indianapolis 
oe ‘ Reno 
Southeastern District Chicago San Francisco 
Raleigh Milwaukee 


Portland 
Charlotte St. Paul Seattle 


Atlanta Des Moines Spokane 
Orlando Omaha Salt Lake City 





The kine of Keadl Kesttlance™ 
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per meter over a period of the last six 


years shows the following: 


1932 — 625 KWH 
1933 — 645 KWH 
1934 — 675 KWH 
1935 718 KWH 
1936 — 793 KWH 
1937 874 KWH 
1938 — 962 KWH 


Phe 


in this territory are the following: 


PHILADELPHIA CITY 


domestic electric rates effective 


First 12 KWH. 75¢ 
Next 31 KWH. G 5¢ 
Next 32 KWH. @ 3¢ 
Over 75 KWH. G Q¢ 
SUBURBAN AREA 
First 10 KWH. 75¢ 
Next 45 KWH. G 5¢ 
Next 45 KWH. G 3¢ 
Over 100 KWH. G Q¢ 
Chere are no special range rates in 
iddition to the above. However, a 


vecial 1¢ per KWH. off peak rate for 
vater heating is in effect with a mini 
1 charge of $1.00 per month 
The October, 1938 Lamp Campaign 
Autumn 


year, 1279 deal 


vas the sixth in a series of 
Lamp activities. This 
er in Bucks, 


Montgomery 


Chester, Delaware, 


and Philadelphia Coun 
ties registered as participants and 314 
returned lamp reports at the conclu 
ion of 

Fifty 
$1000.00 


the Campaign 


seven cash prizes, totaling 
were awarded to prize-win 


and $375.00 was awarded 
to distributor sale 


Total lan p 


ning dealers 
smen 

re lhiring 
area during 
1,608,299 with a retail 
$261,497.00. The table at 


i three year refrigerator 


sales in this 
October were 
value of 
right shows 


| 


sales recor 


Month 


January 
February 
March 
April 
May 
June 
July 
August 


September 


TOTALS 


Month 


January 
February 
March 
April 
May 

June 

July 
August 
Septemter 


TOTALS 


Note: Utility Sales approximate 8.2% of total sales. 





























THE ELECTRICAL ASSOCIATION OF PHILADELPHIA ELECTRIC 
REFRIGERATION SALES 
1938 
January to September, inclusive 
a i l ae 
1938 % | | 1938 % | 
1938 1937 1936 Inc. - 1938 | 1937 Inc. or 1938 1937 
Units Units Units Decrease Retail Retail | Decrease Average | Average 
Sold Sold Sold Over Value Value | Over Price | Price 
1937 1937 
3,123 3,135, 2532, — 4% | $564,097, $524,071, + 8% $180| $167 
3,797 6,119 | 3,657 —38% 664,574 | 1,076,607  —39% 176 | 175 
4,826 9,051 7,668 —41% 848,012 1,570,635 —46Q% | 175 | 173 
5,861 9,452 9,870 —38% | 1,037,313 1,638,226 —38% 176 173 
4.812 9/743 9911 —51% | ‘839/319 | 1,695.2 51% 173 | 174 
3,623 9,103 6,641 —619% | 627,475 1,608,916 —61% 173 177 
3,237 7,435 6409 | —57% | 575,856 | 1,312,554 —57% 178 176 
3,936 4,725 3,951 —171% | 693,344 | 838,164 —17% 177 | 177 
2,617 3,762 | 3,591 —31% 457,278 | 640,713 —29% 175 | 170 
35,832 62,525 54,230 —43% | $6,300,268 $10,905,165 —43Q% | $176 | $174 
Sales by Philadelphia Electric Company 
1938 % 1938 % 
1938 1937 1936 Inc. a 1938 1937 c. OF 1938 1937 
Units Units Units Decrease Retail Retail Decrease | Average Average 
Sold Sold Sold Over Value Value Over Price Price 
1937 1937 
83 9%) 81| —14% | $13,514 $18,290 27% $163 $190 
222 191 160 +16% 41,414 36,658 +12% 186 192 
316 457 372 —31% 58,148 87,763 —34QG% 184 192 
458 809 810 —43% 86,546 157,812 —45% 189 195 
514 892 867 —42G% 100,123 177,393 —44QG 194 | 198 
395 850 768 —54% 79,693 172,633 —54% 200 203 
357 623 625 —43% 71,205 128,175 —45% 199 206 
385 500 426 —23% 78,820 102,259 —23% 204 204 
224 288 297 —22G% 45,820 57,885 —21% 204 200 
2,954 4,706 4,406 —38% $575,283 $938,868 —39% $194 $199 


Report covers sales in Philadelphia, Bucks, Montgomery, Delaware and Chester Counties. 
Report includes sales of the following makes: Apex — Coldspot — Crosley — Frigidaire — 
G. E. — Hot Point — Kelvinetor — Leonard — Norge — Stewart Warner — Westinghuse. 
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PORTLAND, OREGON ...| WO Com- 


panies Report on 1938 


154,225 domestic and farm customers of Portland General 


Electric and 39,134 customers of Northwestern 





Electric bought $4,519,500 in appliances 
i 
K 
FTER many years of active annual kw.-hr. consumption per resi- | 
A eae the Portland dence customer this year reached a | 
General Electric Company dur- figure of 1,325 kw.-hr., an increase of | 
ing the past year announced its com- 88 kw.-hr. over the 1,237 kw.-hr. 
plete withdrawal from that field, turn- which was the average for last year. } 
ing all selling of electric appliances It is estimated that company and 
over to dealer channels, effective as dealers together sold $2,322,500 worth 
of October 15, 1938. of electrical appliances during 1938 in 
This company serves Portland, Ore- the territory served by the company. 
gon and surrounding territory. Its There are 812 dealers in all selling 
present service reaches 116,000 do- electrical equipment in this area—66 ‘ 
mestic customers. Its rural custom- department, furniture and mail order : 
ers number 38,225. This compares’ chain stores, 138 other stores selling : 
with 111,435 and 34,977 for these two major appliances and 608 dealers with : 


classifications in 1937. The average 


JANUARY, 


(Continued on page 58) 
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PRICED AND FEATURED to make 
your consumer advertising PULL ! 
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whom electric appliances are a side 


line. Sale by units of selected appli- 


ances through these channels indicates 
the present trend of business: 


SALE OF ELECTRIC APPLIANCE BY UNITS IN TERRITORY SERVED BY 
PORTLAND GENERAL ELECTRIC COMPANY 





Estimated 
Saturation — 
1938 1937 1938 
Company Dealers Total Company Dealers Total Per Cent 
Ranges 636 3,484 4,120 1,328 2425 3,753 24 
Water Heaters 609 654 1,263 1,454 130 1,584 7 
Refrigerators 273 6,000 6,273 661 7,000 17,661 46 
Washers 121 6200 6,321 205 10,700 10,905 58 
lroners 50 950 1,000 77 =#©1,100 1,177 17 
Cleaners 46 2600 2,646 119 3,700 3,819 62 
Air Heaters 160 1,200 1,360 441 1,000 1,441 60 
i. E. S. Lamps 1,754 21,000 22,754 964 27,000 27,964 40 
Radio Sets BP ang 25 EE Ss ; ogee 95 
Saturation figures are based or 
sales data ob ained from the major EXPECTED SALE OF APPLIANCES 
dealers supplemented by the dealer IN 1939 THROUGH DEALERS 


promotion general knowl- 
Power company 


actual. 


manager’s 
edge of the situation. 
hgures are, ot course, 
in con- 


Campaigns were conducted 


nection with the “Spring Showing” 
which is a local event, and with 
national “Discovery Month.” A sepa- 


rate sales staff promoted I.E.S. lamps, 
vith a demonstration proposition in the 
home \ home 


; 1 
outstanding work 


planning bureau did 
in the preparation 
kitchen layouts for 


of modern new 


and remodeled homes. The company 
plans to devote attention to fluorescent 


the 


ghting during coming year. 
No re rd is available of air condi- 
tioning installations in this territory. 
[he company makes available to ap- 
proved dealers use of E.H.F.A. terms. 
In general it may be said that sta- 
stics of local retail sales are at 
present about 11 per cent under the 
previous year for the Portland terri- 
Building permits for the first 

ten month 1938 were only about 
70 per cent of the total for the same 
period of 1937 and showed no signs 
f a special rease during the last 


two months of the vear 


Predictions 


1939 plan for an 
increased sale ort most appli inces 
through dealer channels The pro 
gram for coming year includes 
the following quotas 


IN PORTLAND GENERAL 
ELECTRIC COMPANY 


TERRITORY 
Ranges 4,500 
Water Heaters 1,800 
Refrigerators 8,000 
Washers 6,000 
lroners 1,200 
Air Heaters 1,800 
1£.S. Lamps 25,000 
[his territory is one of the inter- 


esting merchandising centers of the 
Promotion of electric cook- 
water heating started here 
earlier than in most districts and the 
utility 


country 
ing and 


companies have been progres- 
sive in the initiation of other industry 
experiments. One family in every 
four in this district cooks by elec- 
tricity. An unusually large number of 
have long been engaged in 
merchandising of major appli- 
30th power companies serving 


dealers 
the 


ances 


Portland are now completely with- 
drawn from the merchandising pic- 
ture, except, of course, for their active 
promotion of dealer sales. Widely 


heralded government power develop- 
ments in this territory will soon be 
With in 
the prediction is for a 
good year ahead, with totals on most 


campleted. these elements 


the picture, 


appliances from 5 to 35 per cent up 
over last year. 





UNIT SALES OF ELECTRIC APPLIANCES BY DEALERS IN 
NORTHWESTERN ELECTRIC COMPANY'S TERRITORY 


1938 
Company Dealers 

Ranges 37* 1,651 
Water Heaters 109 283 
Refrigerators 16 3,294 
Washers 25 3,071 
Cleaners 10 1,429 
Radio Sets 41 7678 
|. E. S. Lamps 44 6,941 


* The figures of power company sales represent employee sales. 


Estimated Per Cent 
~ 1938 Sales 


Replacements 
Ranges 25 
Water Heaters 5 
Refrigerators 15 
Washers 
lroners 
Cleaners 
Radio Sets 
Air Heaters 
1. E. S. Lamps 


PAGE 58 


25 
Not Available 
50 


25 
Not Available 


one 


1937 

Total Company Dealers Total 
1,688 42 1,532 1,574 
392 143 211 354 
3,310 21 3,178 3,199 
3,096 20 3,322 3,342 
1,439 10 1,166 1,176 
7,719 32 7,303 7,335 
6,985 118 7,035 7,153 


Estimated Saturation 
Per Cent 


—_ 
SOSSoSlo8 
onwn-O-WwrNnnw 





The outstanding feature of the mer- 
chandising picture of Portland, Ore- 
gon, during 1938 was the complete 
withdrawal of both power companies 
serving this area from the direct sell- 
ing of all appliances. The North- 
western Electric Company had long 
ago given up the direct merchandising 
of most equipment, but still handled 


water heaters to some extent. In 
November of this year, however, they 
closed even this activity and now 


devote their efforts entirely to the 
promotion of through dealer 
channels. 

This company, which serves Port- 
land and surrounding territory, had 
on September 1, 34,860 residence cus- 
tomers in incorporated and unincor- 
porated areas and 4,334 rural cus- 
tomers. In 1937 the figure was 34,523 
residence customers and 4,237 rural 
customers, meaning an increase of a 
little under 1 per cent in nine months. 
There are 149 dealers serving this 
area, 36 of the department store, fur- 
niture and mail order chain store type, 
28 other dealers selling major appli- 
ances and 85 dealers where the selling 
of electrical equipment is only a side 
line. 


The 


sales 


average kw.-hr. consumption 
for customers this year 
reached the figure of 1,344 kw.-hr., 
an increase of 36 kw.-hr. over the 1937 
figure of 1,308. The estimate of the 
amount of business done in electrical 
appliances by dealers in this area to 
account for this additional usage 
electricity is placed at $2,197,000. 


residence 


of 





spokane... ©. Washington 
Has High Use Record 


66,909 residential and farm customers of the Washing- 


ton Water Power have annual average consump- 





The figures on saturation are oj 
particular interest, being based on ay 
actual check covering 13,808 of the 
company’s customers. 

In general it is to be noted that 
sales for this year on most items have 
exceeded those of 1937, the exception 
being washing mechines which showed 
a slight decline. 

The Northwestern Electric Com 
pany yearly conducts a series of cook- 
ing schools in districts served by the 
company and reports that 1938 attend- 
ance was the best ever enjoyed. Local 
dealers cooperate in these events an¢ 
many make direct sales through the 
contacts thus made. 

I.E.S. lamps, as with other house- 
hold appliances, are sold _ through 
dealer channels, the power company 
providing use of its display floors 


UNIT § 


















Ranges 
Water Heat 
Refrigerators 
Washers 
Cleaners 
Radio Sets 
|. E. S. Lam 
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dealer promotion. The power com- 4240 do 
pany does have its own industrial and ate 
° or 5. 
commercial salesmen and reports Thee con 
limited activity on fluorescent lighting B - 

ote ; ax - > Mof mercha 

rhe program for 1939 calls for a a 

or , : ° un active 
definite increase in sales of most ap- 

: “<r : It report 
pliances. Estimates by unit sales c 
. - urea, 65 
include : 

stores afm 
ESTIMATED SALE OF ELECTRIC fhandling 


lealers c 
25 stores 
as a side 


APPLIANCES BY UNITS—1939 
NORTHWESTERN ELECTRIC 


Company Dealers Total 


Wwose’ 91675 1,700, cmestic 
Water Heaters 40 560 600). 

Refrigerators 25 2,975 3,000 this area 

ashers 25 3,375 3,400dealers t 

Radio Sets 40 $,960 7,0008s3 336,77 

LES Lamps 38 1,325 7,350 appliance 

pared wi 

in most 
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ber and 


Mc 


on the 
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they n 

AST year the Washington sumption of electricity of any com- they ‘ 

Water Power Company, serv- pany in the United States. This year bough 

ing eastern Washington, with that figure is up by 121 kw.-hr. and that t 

headquarters at Spokane, had one of the annual average usage per domestic } CO"S™ 

the highest records of per capita con- (Continued on next page) for t 
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UNIT SALE OF ELECTRIC APPLIANCES—WASHINGTON WATER 
POWER COMPANY TERRITORY 


1938 1937 

Company Dealers Total Company Dealers Total 
Ranges 760 1,512 2,272 1,043 1,108 2,151 
Water Heaters 856 777 1,633 1,369 459 1,828 
Refrigerators 125 6,394 6,519 248 7,574 7,822 
125 5,032 5,157 213 5,938 6,151 
7 2,429 2,436 28 3,033 3,061 
ee eer 14936 14956 ...... 14,476 14,476 
|. E. S. Lamps 5,482 10,009 15,491 6,086 8,389 14,475 





customer has reached the 2,000 kw.- 
hr. mark. With this goes a 33 per 
‘ent saturation of electric ranges in 
that territory and 23 per cent satura- 
tion in electric water heaters. 

The Washington Water Power 
Company serves 66,659 domestic cus- 
tomers and 250 rural customers. The 
corresponding figures for 1937 were 
4,240 domestic and 217 rural cus- 
omers. 

The company does a certain amount 
f merchandising, but also carriers on 
un active dealer promotion program. 
It reports 140 dealers serving this 
area, 65 department stores, furniture 
stores and mail order chain stores 
handling major appliances, 50 other 
dealers carrying a complete line and 
25 stores who sell electric appliances 
as a side line only. 

An estimate of the total volume of 
domestic appliance business done in 
this area during 1938 by company and 
dealers together places the figure at 
$3,336,773. Record of unit sales of 
appliances sold during 1938 as com- 
pared with 1937 shows a slight drop 
n most lines, but sales of electric 
ranges, radios and I.E.S. lamps were 
up. The figures are shown above. 

Proportions of 1938 sales which are 
replacements are given in the follow- 
ing figures, which, like the sales rec- 
ord, are actual figures for ten months 
of the year and estimates for Novem- 
ber and December: 


ESTIMATED PER CENT 
REPLACEMENTS—1938 SALES 


Company Dealer 
Ranges 50 25 
Water Heaters 10 20 
Refrigerators 30 30 
Washers 50 70 
Cleaners beamed 80 
Radio Sets enc 70 
1. E. S. Lamps 70 70 


The unusually high record of LE.S. 
lamp sales has been achieved by ad- 
vertising, displays, home demonstra- 
tions, home lighting surveys, direct 
sale by salesmen and complete dealer 
cooperation. The residential lighting 
program for 1938 added about $163,- 
000 gross estimated annual revenue. 
A similar program outlined for 1939 
it is expected will add about $168,000 
gross estimated annual revenue. 

The coming year is expected to 
show a definite improvement in-busi- 
ness conditions. Predicted sales of 
electric appliances for this territory 
are as follows: 


EXPECTED SALES OF LARGER 


APPLIANCES—1!939 
Company Dealers Total 
Ranges 850 1,700 2,550 
Water Heaters 950 850 1,800 
Refrigerators 150 7,000 7,150 
Washers 150 5,200 5,350 
Radio Sets ..... 15,000 15,000 
1.E.S. Lamps 6,000 11,000 17,000 


CALIFORNIA-OREGON 
Market Same as in 1934 


25.783 domestic and farm customers of the California- 


Oregon Power had an annual average consump- 


tion of 2,166 kw.-hrs. in 1938—one of the highest 


NE of the officials of the Cali- 
() fornia-Oregon Power Com- 

pany said once that customers 
on their lines fell into three classifica- 
tions—they bought electric ranges, 
they moved out of their territory, or 
they died. That most of them have 
bought ranges is indicated by the fact 
that the 1938 average annual kw.-hr. 
consumption per residence customer 
for this company is 2,166 kw.-hr. 
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The 1937 figure was 2,100 kw.-hr., an 
increase of 66 kw.-hr. for the year. 

This company serves an area in 
northern California and southern Ore- 
gon, with 23,078 residence customers 
on its lines and 2,705 rural customers. 
This is a 6.3 per cent increase over 
the 1937 figure of 21,606 residence 
customers served. 

The company is active in the mer- 
chandising of the larger appliances 


1939 


but also has a comprehensive policy of 
dealer cooperation, which was much 
expanded during the past year. Sixty 
dealers in all serve this area, 14 of 
them of the department store, furniture 
or mail order chain store type. Records 
of sales are available only for ranges, 
water heaters and refrigerators, in the 
selling of which these various retail 
outlets played an important part. 
Figures shown in table below. 
These figures represent actual sales 
for the first ten months of the year, 
plus 80 per cent of the sales made 
during November and December of 
the past year. Comparative figures 
for the entire year of 1937 are not 
available, but this proportion indicates 
about the level at which they stood. 
Market conditions during 1938 for ap- 
pliances were about at the 1934 level. 
The power company finances dealer 
paper on the basis of terms which call 
for $5 down payment on electric 
ranges and water heaters, with a three- 
year time contract, or $10 down on 
refrigerators with 30 months to run. 


It does advertising for dealers in the 
promotion of I.E.S. lamps. Fluorescent 
lighting has been actively promoted. 

Both evaporative cooler and attic 
fan installations are reported, 25 attic 
fans in commercial establishments and 
25 in homes. Evaporative coolers have 
been installed during 1938 in 25 com- 
mercial houses and in 10 homes. 

In general the company reports that 
a slight improvement in business con- 
ditions is in sight for 1939. The high 
saturation on ranges and refrigerators 
in this district will slow down sales 
except in the replacement market. A 
20 per cent increase in water heater 
sales is forecast. The predicted sale 
of electric appliances through com- 
pany and dealer channels for 1939 
includes : 


EXPECTED SALE OF LARGER 


APPLIANCES—1939 
Company Dealers Total 
Ranges 1,200 800 2,000 
Water Heaters 1,000 500 1,500 
Refrigerators 500 2,500 3,000 





SALE OF MAJOR APPLIANCES BY UNITS—CALIFORNIA OREGON 
POWER COMPANY TERRITORY—1938 


Company Dealers Total Per Cent Replacements 
Ranges 1,200 410 1,610 15 
Water Heaters 800 170 970 1.03 
Refrigerators 600 2,200 2,800 14.2 





NEVADA-CALIFORNIA... REpDorts 
99-Kw.-Hr. Increase 


29,350 domestic and farm customers of the Nevada- 


California Electric upped their annual kw.-hr. 
use to 1,390 in 1938. No record of dealer sales. 


OWN in southern California 
D where the depression is phys- 

ical (the Salton Sea region is 
well below sea level), the customers 
of the Nevada-California Electric 
Corporation this year increased their 
use of electricity in the home on the 
average by very nearly 100 kw.-hr. 
The exact figures show an average 
annual consumption per domestic cus- 
tomer for the Nevada-California 
Electric Corporation of 1,390 kw.-hr. 
for 1938, as against 1,291 kw.-hr. for 
1937. This company serves 27,900 do- 
mestic customers and 1,450 rural cus- 


SALE OF ELECTRIC APPLIANCES 


tomers. In 1937 it served 26,156 do- 
mestic and 1,416 rural customers 
respectively. 

The company is active in merchan- 
dising and reports sales through its 
own efforts which amount to about 
$11 per residence customer. No rec- 
ord is at hand of dealer sales in this 
territory. There were two major sales 
campaigns during the year, one on re- 
frigerators, which resulted in the sale 
of 143 appliances and one on ranges, 
netting 200 sales. A six-man lamp 
crew spent six months of 1938 selling 

(Continued on page 60) 


BY UNITS—NEVADA CALIFORNIA 


ELECTRIC CORP. 


1938 
Ranges 450 
Water Heaters 250 
Refrigerators 700 
Washers 250 
lroners 50 
Air Heaters 250 
1. E. S. Lamps 400 


Estimated Estimated 
Per Cent Saturation 
1937 Replacements Per Cent 
1,245 20 26 
874 10 14 
2,274 40 53 
1,148 aie 
|) = Gaxece. Wianees 
IRS Sal = IS ae see = 
lll 
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mps from door to door. Six 

king were operated in co- 

yperatior \ 1 local newspapers and 

pany id an exhibit at the 
Orange Show 

lerms on electric ranges, storage 

wate efrigerators, washers 


ra 5 per cent down 


vayment, plus the state sales tax, with 


: : ; 
Figures of sales of electric 


appli- 


ances during 1938 are not really com- 
with those of the previ- 
because of the different 
conditions prevailing. 
included in the 


parable 
year 
merchandising 
Dealer 
following figures: 

Conservative quotas have been set 
for 1939, which call for the power 
company to sell 500 ranges, 300 water 
heaters, 500 refrigerators, 200 wash- 
100 ironers and 250 air heaters. 


ous 


sales are not 


ers, 





Denver... mphasizes 


Light Conditioning 


105,900 


residential customers bought $784,000 worth of 


appliances from the Power Company. Dealer 


sales are not available. 


HE Public Service Company of 


Colorado 105,900 


serves resi- 
dence customers and rural cus- 
tomers in Colorado and Wyoming, 


In 1937 
the corresponding figures were 104,175 
and 4,247 rural 


average annual kw.- 


with headquarters in Denver. 


residence customers 
The 


hr. consumption 


customers. 


per residence custo- 


mer was 650 kw.-hr., an increase of 


Kw.-hr. use 650 


30 kw.-hr. 
620.3. 

Figures are not available for dealer 
this area, but the business 
done by the power company alone for 
1938 amounted to about $784,000. 
This divided in unit sales as 
shown in the table below. 

Che company participated in all na- 
tional refrigerators, 


over the 1937 figure of 


sales in 


was 


campaigns on 


UNIT SALES OF ELECTRIC APPLIANCES—PUBLIC SERVICE COMPANY 





Ranges 

Water Heaters 
Refrigerators 
Washers 
lroners 
Cleaners 
Radio Sets 
Air Heaters 

1. E. S. Lamps 
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1938 


35 
1,450 
570 
105 
1,100 
850 


6,500 


OF COLORADO 


1937 
772 
85 
1,847 
1,038 
236 
1,475 
2,597 
233 
4,200 


Estimated Per Cent Estimated Saturati 





Replacements — 1938 Sales Per Cent 

5 5 
2. “aee 

25 60 
7 
80 65 
80 80 
15 
30 


radio, laundry equipment and other 
household appliances and in addition 
staged some campaigns of its own. 
They operated cooking schools at sev- 
eral of their district offices, with the 
cooperation of local publicity agencies 
and took an active part in the Decem- 
ber Electrical Show which is held 
annually under the sponsorship of 
the Rocky Mountain Electrical League. 
During the year particular atten- 
tion has been given to the sale of 
LE.S. lamps. On January 1, 1938, 
the company organized a domestic 
lighting department. This consisted 
of 22 outside salesmen, 2 supervisors 
and a superintendent. Each salesman 
is assigned a protected territory and 
there is a supervisor over each 11 
men. These salesmen work on a house 
to house canvassing schedule, with an 
approach based on a program of sell- 
ing light conditioning in the home 
rather than just lighting equipment. 
Wherever possible a demonstration 
is staged, using enough lighting equip- 
ment to light properly the living room 
and all other rooms in the house where 
permission can be obtained. The sales- 
men leave the lighting equipment on 
demonstration in the home for a period 
of two days. Light conditioning dem- 
onstrations are given at night when 
the husband as well as wife is at 
home and, in some instances, other 
members of the family as well. It has 
been found that night demonstrations 
are far more effective in selling the 
advantages of light conditioning. 
Equipment sold is of high quality, 
the average lamp sold being priced 
around $15. Lamps are sold complete 
with Mazda lamp globes, and can be 
purchased on a monthly payment plan. 
The salesmen carry the lighting 
equipment in their cars and take care 
of all deliveries. Regular meetings 
of the sales force give an opportunity 
to keep the men informed on lighting 
equipment and light conditioning and 
to keep them in touch with the outlined 


program set up by the company 

The program is set up for a year 
round activity, rather than for a lan, 
campaign of a limited period. Th 
company is well satisfied with result 
and states: “We find this method no 
only results in satisfactory sales oj 
L.E.S. lamps for our company, but ij 
has also produced much volume of 
lamp business for the dealers in Den: 
ver who are selling I.E.S. Lamps an¢ 
good lighting equipment. 

The company reports that it is ex. 
perimenting with fluorescent lighting 
and has not as yet decided to pro- 
mote it actively or not. 

Air conditioning installations _ re. 
ported include 21 evaporative cooler 
installations in residences and 21 in. 
volving heat. Of the commercial 
and industrial installations, 4 are of the 
attic fan type, 18 are evaporative cool- 
ers, 3 involve refrigeration but n 
heat and 2 are complete air condition- 
ing installations involving heat. 

Terms allowed on the purchase of 
various electrical appliances call for a 
$5 down payment on an electrical 
range and a 30-month contract, 10 per 
cent down and 18 months to go on af 
storage water heater, $5 down and 
30 months for a refrigerator, 10 perf 
cent down and 12 months on radiofj 
sets, 10 per cent down and 18 monthsff 
on washers and ironers. 

The program for the coming year 
had not yet been definitely outlined at 
the time this report was made, but in 
gencral the company states that thejj 
increase in building activity is ex- 
pected to bring about considerable im-} 
provement in general business condi-fJ 
tions in this area in the early a 

; 
) 





of 1939, which, of course, will affect! 


the volume of electric appliance sales.| 
Conditions in agricultural areas, how-| 
ever, have been adversely affected by) 
low prices for crops during the fall 
of 1938 and cannot be expected to im-)} 
prove materially before the harvesting) 
season of next year. | 





Looks for Increase in ‘39 


54,200 domestic and farm customers bought $2,500,000 
worth of appliances in 1938 from dealers and Pacific) 
Power & Light. Annual average use: 1,557 kw.-hrs.| 


ERVING a territory which em- 
braces a portion of Oregon and 
Central Washington, the Pacific 
Power & Light Company, with head- 
quarters in Yakima, Wash., reports 
43,000 domestic customers on its lines, 
an increase of 4.7 per cent over the 


1937 figure of 41,040. There are 
11,200 rural customers on its lines. 
Average annual kilowatt-hour con- 


sumer per domestic consumer for 1938 


(C 





| 


is 1,557; in 1937 it was 1,475 kw.-hrs.| 
Retail stores of the department 


store, furniture store or mail order 
chain type which carry a line of the} 
major appliances number 78 in this 
territory. Other stores selling major # 
appliances come to 38, while 273 other 
dealers carry electrical wares as all 
This means a total of 389F 
(Continued on page 63) i 
——______ 
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NEW BLACKSTONE SALES MAGIC 


pan : | FOR BIGGER 1939 WASHER PROFITS 
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4i Mi 
ft and TWO NEW “MYSTERY MODELS New models..modera ty 
= one yling 
oo ss | an ... improved finishes... exclu- 
td | “ « sive features that enable you 
me §©6©YOUR KEYS TO VOLUME SALES IN THE LOW-PRICED MARKET eciteubintinbanaianed 
le im That’s the sales magic packed 
condi- into the 1939 Blackstone line. 
a Eight appealing washers— 
affec ? , 
alien three outstanding ironers. And 
how among these, two “mystery 
ted by models” which will be a sen- 
1 fall sation at the Chicago Shows. 
to 1m 
vesting Blackstone, as America’s Old- 
est Manufacturer of Washing 

— Machines, has pioneered, and 


will continue to pioneer, new 
improvements, new features 
that aid you in selling more 
laundering equipment. By all 
means, see and analyze the sen- 
sational values represented in 
the Blackstone line for 1939. 


00,000 
‘acific 
v.-hrs. 


BLACKSTONE MANUFACTURING CO., Inc. 
Jamestown, N. Y. 
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PUTS YOU UP FRONT IN 


**3 is 4” is not ONLY a powerful catch-line. It’s a great Gibson extra-value sales 
story. All refrigerators give (1) a cabinet, (2) a motor-compressor, (3) a freez- 
ing unit—but only Gibson turns 3 into 4 by giving the Magic Freez’r Shelf! 
Women get the point instantly! IT WORKS—YOU 
SELL! Get the details—corner your 1939 profits NOW! Gi 
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PULLS THEM IN LIKE FLIES TO HONEY! 
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WITH HERMETICALLY SEALED UNIT 








Gibson offers you the ONLY proposition 
that’s really geared to today’s market. 
Trade up or down—clear down to this 
model, the industry’s miracle value—and 
STILL PROFIT! Gibson localized adver- 
tising goes the whole distance with you. 


*K * * 
and "European Cookery 
the American Way” 
—NEW PROFIT “‘BREAK’’ THAT NAILS YOUR 
AREA DOWN TIGHT! Fine-drawn sales argu- 


ments to one side — for here comes the most 
sensational of electric ranges, with the 


most convincing sales story ever told 
to American homemakers—your 
BIGGEST chance to enter into impor- 
tant new profit, and dominate your 
sales area! Get the story! 


PROGRESS HEADQUARTERS 








GIBSON ELECTRIC REFRIGERATOR CORPORATION + GREENVILLE, MICHIGAN 


Export Office: 201 N. Wells Street, Chicago, U.S.A. 
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Chicago Office: Space 540-B, American Furniture Mart 
Cable Address: GIBSELCO, Bentley Code 
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SALE OF ELECTRIC APPLIANCES BY UNITS—PACIFIC POWER & LIGHT 
COMPANY'S TERRITORY 


193 1937 
Company Dealers Total Company Dealers Total 
Ranges 891 760 1,651 998 680 1,678 
Water Heaters 477 565 1,042 727 176 903 
Refrigerators 468 4,863 5,331 751 6,038 6,789 
Washers 588 4,538 5,126 925 5,276 6,201 
jroners 147 317 444 316 414 730 
Cleaners 91 1,633 1,724 130 1,954 2,084 
Radio Sets None 9,903 9,903 None 10,614 10,614 
|. E. S. Lamps 890 6621 7511 631 5,345 5.976 


\ rough estimate of domestic appli- 
mance business done by power company 
and dealers for 1938 reaches a total 
of $2,556,454, or 59.45 per domestic 
mcustomer. The detailed analysis of 
= sales by units is shown on the table 
' directly above. 
Estimated percentage of replace- 

= ments among 1938 sales and estimated 
saturation of the principal appliances 

s given as 


ESTIMATE PER CENT 





ee ee ee 








REPLACEMENTS—!938 
ESTIMATED SATURATION 
PER CENT 
Estimate 
Per Cent Estimated 
Replacements Saturation 
— 1938 Per Cent 
Ranges 25 19 
Water Heaters 5 12 
Refrigerators 15 38 
Washers 40 78.5 
lroners 15 5 
Cleaners 30 eee 
Radio Sets 50 89 


Interesting among the cooperative 
programs of the year is the promotion 
of radio by the utility through the 
medium of road shows. Twenty three 


of these events were staged in eighteen 
communities throughout the company’s 
territory at which a total attendance 
of 36,787 is reported. 

The Pacific Power & Light Com- 
pany promotes the sale of I.E.S. lamps 
by means of direct sales and dealer 
cooperation in a “Light Conditioning 
Contest.” 

Several other fan installations are 
reported from the area. 

Terms offered on larger appliances 
call for a $10 down payment, with 24 
months to run. Washers and ironers 
are sold by the company with $10 
down and 15 months to pay. 

Quotas for the new year call for a 
slight increase in the sale of most 
appliances, as follows: 


ESTIMATED SATURATION 
ESTIMATE OF EXPECTED SALE OF 
APPLIANCES IN 1939 


Company Dealers Total 
Ranges 846 814 1,660 
Water Heaters 502 628 1,130 
Refrigerators 548 4,866 5,414 
Washers 613 4,512 5,125 
lroners 180 336 516 
Radio None 9,750 9,750 
1. E. S. Lamps 985 6,630 17,615 





HOENIX, Arizona, already by 
far the best air conditioned city 
in the United States, this year 
tion in residences, besides a number of 


refrigerated jobs. This territory, 
served by the Central Arizona Light 





& Power Company comprises 22,700 
residence customers and 816 rural cus- 
tomers. Corresponding figures for 
1937 are given as 21,600 residence 
customers and 772 rural customers. 
The average annual domestic kw.-hr. 
-onsumption per residence customer 
in 1938 reached a figure of 968 kw.- 
hr., an increase of 58 kw.-hr. over 
the 1937 average of 910 kw.-hr. 
Estimated volume of electric appli- 





sold 1,817 evaporative cooler installa- 
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pHoErnix... Otill Leads 
‘in Air Conditioning 


23,516 residence and farm electric customers 
of Central Arizona Light & Power bought 
$1,159,972 worth of appliances in 1938 


ance business done by dealers and 
power company in 1938 was $1,159,- 
972. 

Dealers serving this territory num- 
ber 101, 31 of them being department 
store, furniture stores or mail order 
chain stores handling major appli- 
ances, 28 being other dealers carrying 
a complete electrical line, with 42 
other dealers selling electrical appli- 
ances as a side line. 

The sale of electric appliances in 
1938 was somewhat lower than in 
1937. 

The proportion of 1938 sales which 
involve replacements is estimated as 
10 per cent for range sales, 10 per 
cent for refrigerators, 80 per cent for 


1939 





washers, 80 per cent for cleaners, 50 
per cent for radios and 50 per cent for 
I.E.S. lamps. 

I.E.S. lamps are sold by means of 
house to house solicitation for Better 
Light demonstrations by the Home 
Lighting Advisor and cooperative 
dealer sales in the fall of the year. 

Evaporative coolers dominated the 
air conditioning field. Reported in- 
stallations involved 1,817 evaporative 
cooler jobs in residences, plus ten 
home installations involving refriger- 
ation but no heat and another ten 
which included heat. Twenty-five 
commercial installations of refriger- 


ated air conditioning were made, five 
of these including heat. 

Plans for 1939 contemplate an in- 
creased sale of most electrical appli- 
ances, although no marked change is 
foreseen. 


EXPECTED SALES OF ELECTRIC 


APPLIANCES—1939 

Company Dealers Total 
Ranges 60 240 300 
Water Heaters 24 76 100 
Refrigerators 24 2,376 2,400 
Washers 2,400 2,400 
lroners 180 180 
Radio Sets 6,000 6,000 
Air Heaters ae 100 100 
1.E.S. Lamps 1,625 3,200 4,825 





UNIT SALES OF ELECTRIC APPLIANCES—PHOENIX AND 
SURROUNDING TERRITORY 


1938 

Company Dealers 

Ranges 30 227 
Water Heaters 3 56 
Refrigerators 30 2,409 
ashers ao ee 1,970 
lroners 173 
errs 2,949 
Radio Sets 5,843 
AirHeaters  ...... 500 
1.E.S. Lamps 1,129 3,000 


1937 

Total Company Dealers Total 
257 21 285 306 
59 4 124 128 
2,439 30 3,315 3,345 
1,970 10 2,535 2,545 
| 236 236 
2,949 5 2,892 2,897 
5,843 1 6,996 6,997 
ae 547 547 
4,129 2,910 2,800 5,710 





tucson... No Slump 


in the Desert 


13,156 domestic and farm customers of the Tucson 


Gas & Electric bought $300,000 worth of appli- 


ances from 21 major appliance dealers in 1938 


UT in Tucson, Arizona, where 
New Yorkers go in the win- 
ter to acquire a desert tan 


and where cowboys, cactus and dude 
ranches abound, the Tuscon Gas Elec- 
tric Light & Power Company serves 
13,000 residence customers and 156 
rural customers. The corresponding 
figures for 1937 were 12,060 residence 


and 150 rural customers. The average 
annual kw.-hr. consumption per resi- 
dence customer for 1938 was 913 kw.- 
hr., up 37 kw.-hr. over 1937. 

The power company does no mer- 
chandising of its own, but cooperates 
closely with dealers in its territory, 
particularly in its contributions to their 

(Continued on page 64) 
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UNIT SALES OF ELECTRIC APPLIANCES—TUCSON DEALERS 





Estimated Per Cent Estimated 
Replacements — 1938 Saturation 
1938 1937 Sales Per Cent 
Ranges 150 148 5 5 
Water Heaters 50 50 10 2 
Refrigerators 1,500 1,273 30 65 
advertising hedules Reports on_ the desert cooler and 1,000 installations 
dealer sales indicate that the sale of of evaporative coolers in Tucson 
domestic appliances for 1938 will reach homes are reported for the year, plus 
a figure ibout $300,000. Figures of 200 commercial installations of this 
1938 is compared to 1937 indi- type. Air conditioning installations 
cate t bu held its « very involving refrigeration but no heat 
wel d O he major numbered 10 commercial and 25 in 
appliance 1 é ibove es during 1938 
1 ; Nectric aniie _ — 
here are 21 dealers serving this — es oes eee Se 
VAS , pening gestae. Posne pected to hold its own during the com- 
territory who s major applances. . 
Seven of them are of the department ee my reagan n a ‘ted aay eat 
store, furniture store or mail order “OUS" Gealer channels being place 
. , ibout at the 1938 level 
chain store type, the remaining 14 
being smaller independent dealers 
_Appliances in this territory are EXPECTED SALE OF ELECTRIC 
nce on the hasis of 0} ner cent 
financed on the basis of 2 10 per cer APPLIANCES—TUCSON 
down payment, ree’ DEALERS—1939 
allowed for ranges and storage wate 
heaters, tw irs on refrigerator Ranges 150 
pe a 5 “bagpipe air Water Heaters 50 
I me of the strongholds of Refrigerators 1,500 





reno... Reports 
High Usage and Sales 


11,350 


residential customers of Sierra Pacific Power 
bought $59 in appliances per customer, upped 


annual average use to 1,425 kw.-hrs. in 1938 





NI t g t records of e 1937 average of 1,354 kw.-hr. 

‘ e annu Translated it terms of appliance 

t les, this meant that an unusual num- 

cu r¢ und - of household appliances was sold 

United State in this territory to homes which al- 

Nevada, w the ready possessed a far higher propor- 

P ( { plied tion of electric appliances than is 

1,425 kw.-hr. on the average to each found elsewhere in the country. The 

ts do é This is a lollars and cents estimate of all ap- 

ncreast 71 k per home ove pliances sold in this territory during 
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SALE OF APPLIANCES BY UNITS—TERRITORY OF SIERRA PACIFIC 
POWER COMPANY 


1938 1937 

Company Dealers Total Company Dealers Total 
Ranges 0 700 700 0 904 904 
Water Heaters 3 222 225 4 277 281 
Refrigerators 0 925 925 0 1,250 1,250 
Washers 0 700 700 0 1,000* 1,000* 
lroners 0 175 175 0 250* 250° 
Cleaners 0 750 750 0 1,000* 1,000* 
Radio Sets 0 1,500 1,500 0 3,000* 3,000* 
Air Heaters 0 75 75 0 150* 150° 
1. E. S. Lamps 10 490 500 129 sre" 500* 

Estimated Per Cent of Estimated Saturation 
Replacements — 1938 Sales Per Cent 

Ranges 14 52 
Water Heaters 1 15 
Refrigerators 3 64 
Washers 50* 40* 
lroners Negligible ~ 
Cleaners 90* Yc be 
Radio Sets 90* 80* 


Figures that are starred are estimates, others actual. 
1938 figures in all cases are 10 months actual, two months estimated. 





1938, including small appliances and 
units $671,250, 
or $59 per customer. 

Figures from this territory are of 
particular interest for several reasons. 
One is that for some years the power 
company has done no merchandising 
of its own, sales of all appliances 
made through dealer channels. 
And the other is, that being relatively 
small, a limited area served, it 


air conditioning was 


being 


with 
is possible to check figures in a way 
that is not always possible over a 
large territory. There are 42 report- 
ing dealers, of whom four carry elec- 
tric appliances only as a side line. 
During the past year a very complete 
report of sales through these outlets 
makes it possible to give actual figures 
in many cases where a larger com- 
pany must resort to estimates. 

The Sierra Pacific Power Company 
11,350 customers in Nevada 
and in certain areas in California, an 
increase of 560 over the 1937 figure 
of 10,590. There are 25 exclusively 
electric dealers handling major appli- 
ances, 2 general merchandise stores, 
2 hardware stores, 2 furniture, 3 chain 
stores and 4 others selling the major 
appliances, in addition to the four 
dealers who carry electric appliances 
only as a side line. The total is 42 
stores selling electrical wares. The 
record of sales during 1938 as com- 
pared to 1937 is shown above. 


serves 


No classification is given here for 
sale of small appliances, but the value 
of these is reckoned in when total 
for the district are asked for. 
That the sales value of small appli- 


sales 


ances is larger than is usually sup- 
posed was revealed by an investigation 
made last spring by Mr. Hodge, who 
checked up on the sales of dealers in 
the Reno territory and learned some- 
what to his surprise that his former 
estimated figure had been far too low. 

The power company has conducted 
no general sales campaigns, their 
dealers being opposed to drives of this 
sort, and does nothing by way of stag- 
ing special events. There has been 
no change in its dealer policy since 
1936, when it offered four types of 


JANUARY, 


contribution to the selling activities 


cooperating dealers. The first 0: 
these was a bonus for the sale of elec 
tric ranges, water heaters, electr 


space heaters, electric refrigerators or 
air conditioners, based either on a uni 
sale or kilowatt capacity of installa 
tion. These are paid only when the 
appliance sold displaces a competitiy 
fuel, is installed in a new home, or 
increased the existing connected load 
In addition a wiring allowance of $3: 
is made for an electric range replac- 
ing a competitive fuel stove. Assist 
ance is further given on dealer adver 
tising, based upon the sales results 
obtained by the individual dealer in 
the past, with due regard to futur 
possibilities. This allowance maj 
run as high as one-half the cost oi 
advertising featuring electric ranges 
electric water heaters, refrigerators 
space heaters, air conditioners or an- 
nouncements of electric cooking 
schools. The utility also assists 
financially in school dealer events a: 
cooking schools and gives home 
demonstration aid. The power com 
pany also carries on a Better Light 
3etter Sight promotion, advertising ir 
the daily papers and giving educa 
tional programs, particularly in the 
schools. 

Ten commercial air conditioning 
installations are reported from th« 
Reno area, all of the type including 
heat. 

Predictions for 1939 include the 
following estimates of sales through 
dealer outlets: 


ESTIMATED SALES BY 
DEALERS FOR 1939 
—Sierra Pacific Power Company 
Territory 


Ranges 800 
Water Heaters 
Refrigerators 1,000 


Washers 800 
lroners 200 
Radio 2,000 
Air Heaters 100 
1. E. S. Lamps 700 
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seaTTLE.....40 Per Cent 
Range Saturation 


81,300 customers of City of Seattle have annual 


kw.-hr. 


consumption average of 


1,380; 


9,750 major appliances is quota for 1939 


HE power and light depart- 

ment of the City of Seattle has 

81,300 residence customers, an 
increase of 81 over the 1937 figure of 
80,919. Average annual kw.-hr. con- 
sumption for residence customers is 
1,380, an increase of 112 kw.-hr. in 
a year’s time, the 1937 figure being 
1,268 kw.-hr. 

Figures on appliance sales are not 
complete from dealer sources, but so 
far as they go indicate an increasing 
sale through dealer channels of the 
heavy appliances. 

Of range sales, 23 per cent represent 
replacements, on water heaters 2 per 
cent, and on refrigerators 3 per cent. 
Electric ranges had reached a satura- 
tion of 40 per cent on the city lines 
and electric water heaters a satura- 
tion of 27 per cent. The saturation 
for electric refrigerators was 32 per 
cent. 

Fifty dealers of all types sold major 
appliances in this territory. Figures 
are not available for those stores 
carrying electrical equipment as a 
side line. 

Campaigns conducted during 
year included the 


the 
subsidized wiring 


March, April and May, during which 
customers were charged $10 for range 
wiring, $20 for wiring for range and 
water heater. This campaign was ex- 
tended to dealers and 577 ranges were 
sold in all. 

Another campaign featured auto- 
matic hot water tanks at an installed 
price, including tank wiring, plumbing 
and all expense of installation. A 
special low price on automatic tanks 
was extended to employees. A similar 
offer was made to customers during 
September, October and November, 
during which an average of 130 tanks 
a month were sold. 

A repetition of the subsidized wir- 
ing offer during October and Novem- 
ber, extended to dealers, resulted in 
the sale of 322 ranges. 

A ten-man commission sales crew 
was established for the sale of LES. 
lamps, resulting in an average of 150 
lamps sold per month. The selling 
price of a unit was $27.95. Newspaper 
advertising helped this promotion. 

Spring and fall weekly cooking 
schools were held in the department’s 
own auditorium and cooperative cook- 
ing schools were sponsored in coopera- 


manent exhibit is maintained in 
cooperation with contractors and build- 
ing material manufacturers. Extra 
newspaper advertising throughout the 
year stresses the modern electric home. 

Terms on all appliances call for a 
10 per cent down payment with 24 
months allowed for payment. 

In general the year has been marked 
by a growing customer acceptance of 
I.E.S. lamps and light conditioning 
and also of storage type electrical wa- 
ter heating. There was no apartment 
house electric range replacement busi- 
ness in 1938. The prediction is that 
1939 should be an exceptionally good’ 





replacement business year. Proposed 
Federal-aided projects are expected to 
result in a general business increase. 


EXPECTED SALE OF LARGER 
APPLIANCES IN SEATTLE 


City Dealers Total 
Ranges 3,000 200 3,200 
Water Heaters 3,000 50 3,050 
Refrigerators 500 3,000 3,500 
1.E.S. Lamps Me scea- Sake 


As yet, the department reports, no 
real activity has been carried out in 
the promotion of fluorescent lighting, 
but 
work in 


expect to do considerable 


1939. 


they 




















BRITISH coLumBia... Vidintains 


High Level of Sales 


88,000 domestic and rural customers of the British Colum- 


bia Electric Railway bought $2,000,000 worth of ap- 


pliances in ‘38. Average annual use: 1,003 kw-hrs. 


UST north of the border on the 

British Columbia mainland the 

British Columbia Electric Rail- 
way Company serves an area which 
inciudes 74,800 urban meters and 13,- 
200 rural. Of these some 8,200 rep- 
resent farms. The figures for 1937 
stood at 73,492 urban customers and 
12,400 rural. The average annual 
kw.-hr. consumption for residence cus- 
tomers this year passed the 1,000 kw.- 


hr. level, the exact record being 1,003 
kw.-hr. per customer, an increase of 
12 kw.-hr. over the 1937 average of 
991 kw.-hr. The company also serves 
Victoria on the island of Vancouver, 
but the figures for this area are not 
included in the report. 

A total of 110 dealers sell electrical 
equipment on the mainland, 13 of the 
department store, furniture store or 

(Continued on page 67) 
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activity which was continued through tion with daily newspapers. A _per- 
1938 1937 
UNIT SALES OF ELECTRIC APPLIANCES—CITY OF SEATTLE Company Dealers Total Company Dealers Total 

Ranges 431 360 791 446 315 761 

. 1938 , 1937 Water Heaters i 114 159 ations 159 

City Dealers — Total City Dealers _— Total Refrigerators 478 1,430 1,908 461 1,385 1,846 

Ranges 2,600 250 2,850 3,036 Not Available Washers 815 2,074 2,889 915 2,225 3,140 

Water Heaters eee ob acess 2,500 2,083 lroners 180 120 300 258 132 390 

Refrigerators 625 2,500 3,125 681 Cleaners 760 600 1,360 906 457 1,363 

Washers 200 Not Available =... Radio Sets 1,008 9,250 10,258 1,164 9,264 10,428 

lroners 70 ede Air Heaters 460 Not Known ...... 570 Not Known ...... 

1.S.E. Lamps 600 100 Lamps 2,500 5,000 7,500 3,000 4,500 7,500 
ELECTRICAL MERCHANDISING—JANUARY, 1939 PAGE 65 
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DULUX 


REG. U.S. PAT. OFF. 


PASSES 





...and everybody 


seems to be pleased 


. 
Six YEARS AGO, Du Pont first made DULUX 
for refrigerators. It was so good that one refrig- 
erator manufacturer after another began to use 
it. Now it is used by 85% of all makers of refrig- 
erators. They have made millions and millions 
of DULUX-finished refrigerators, which have been 


sold through stores like yours to millions of cus- 





tomers—mostly women. These women have been 
pleased with the DULUX finish for three simple 
reasons: (1) It keeps its whiteness; 

(2) It is easy to clean; 

(3) It is resistant to chipping, cracking. 
. manufacturers, dealers, con- 
. seems to be pleased with DULUX. 


Everybody . . 
sumers . . 


E. |. DUPONT DE NEMOURS & COMPANY, INC. 


Finishes Division ...Wilmington, Delaware 


JANUARY, 1939—ELECTRICAL MERCHANDISING 





OCAI 





mail orde: 
1ajor app 
sellis 

D 
handising 
h side lin 
Electric 
1938 for 
alike is e 
ympares 
‘tal for 
for unit s: 
Replac 
from the 
ported in 
ins are ; 
ire basec 
which w 
the reco 
sales sin 
mated re 
are give! 





Ranges 
Water He 
Refrigerat 
Washers 

lroners 
Cleaners 


Radio Set 

Term: 
the com 
ment oO 








VAN 
Hc 


22, 


q 


H. 


R 


pany 
Island 
to $24 
sales c 
serves 
3,400 
annual 
dence 
kw.-hr 
1937. 
Thit 
tory, t 
stores 
ances, 
plete | 
ances 
shows 
lines 
year | 
Rar 
for Ww 
satura 


ELEC 


















OCAL MARKET DATA 


Continued from page 65 








mail order chain store type handling 
major appliances, with 60 other stores 


selling major electrical equip- 
jent. Dealers with whom the mer- 
handising of electrical appliances is 
» side line number 37. 

Electrical appliance business for 
1938 for power company and dealers 
like is estimated at $2,000,000. This 
rompares very favorably with the 
ital for the previous year. Figures 
for unit sales shown on preceding page. 

Replacement figures are estimated 
from the proportion of trade-ins re- 
Sported in company sales, where trade- 
ns are accepted. Saturation figures 
ire based on a home appliance survey 
which was completed in 1933, plus 
the record of company and dealer 
sales since that time, less the esti- 


mated replacements each year. They 
are given below: 
Estimated 
Per Cent Estimated 
Replacements— Saturation 
1938 Sales Per Cent 
Ranges 35 13 
Water Heaters 10 3 
Refrigerators 2 10 
Washers 55 46 
lroners Nil 2.8 
Cleaners 55 67 
} Radio Sets 80 80 


>t 









Terms on electric appliances sold by 
the company call for a $5 down pay- 
ment on electric ranges, with 36 


months to run at a minimum monthly 
payment of $5. On storage water 
heaters a down payment of $3.75 is 
asked and 55 months are allowed. 
Refrigerators call for $5 down, on a 
36-month contract. On radios, 10 per 
cent down is required with 12 months 
to pay on sets up to $150, 18 months 
on sets over $150. Washers and 
ironers call for $5 down and 18 months 
to pay, extended to 24 months on large 
type ironers. 

Present business conditions, reflected 
in 1938 sales are affected by the fact 
that an extensive home building pro- 
gram has been in effect, approximately 
1,800 homes having been built in 
Greater Vancouver during 1938. 
Rural customer showed an increase of 
10 per cent. Prospects for the com- 
ing year look good and quotas have 
been set accordingly at about 1938 
levels or a little higher, as indicated 
by the following figures of expected 
sales : 


EXPECTED SALES OF LARGER 
APPLIAN CES—BRITISH 
COLUMBIA (MAINLAND) 


Company Dealers Total 
Ranges 415 400 815 
Water Heaters me xc 70 
Refrigerators 450 1,500 1,950 
Washers 630 2,400 3,030 
lroners 150 130 280 
Radio 900 8,000 8,900 





vancouver... Victoria 
iHas Prosperous Year 


i. 


22.150 urban domestic and rural customers of B. C. Elec- 
tric Railway's Victoria division bought $334,233 


worth of appliances 


EPORTS from the Victoria 
RR sviscn of the British Co- 
lumbia Electric Railway Com- 
pany indicate that on Vancouver 


to $248,539, while power company 
sales came to $85,694. This division 
serves 18,750 residence customers and 
3,400 rural customers. The average 
annual kw.-hr. consumption for resi- 
dence customers for 1938 was 772.4 
kw.-hr., as against 755.5 kw.-hr. in 
1937, 

Thirteen dealers serve this terri- 
tory, three department stores or other 
stores of this type selling major appli- 
ances, 8 other dealers carrying a com- 
plete line, and 2 dealers where appli- 
ances are a side line. Record of sales 
shows a distinct advance in most 
lines for 1938 over figures for the 
year preceding. 

Range saturation is 12 per cent, that 
for water heaters is 3 per cent. The 
saturation of radio sets is estimated 


oe dealer sales for 1938 amounted 





in ‘38 from 14 dealers 


at 90 per cent. Estimated proportion 
of replacements among 1938 sales is: 
ranges, 10 per cent; water heaters, 
90 per cent; refrigerators, 5 per cent; 
washers 50 per cent; cleaners, 50 per 
cent; radio sets, 90 per cent. 

Plans for 1939 are conservatively 
made and estimate sales of most appli- 
ances at about the same or under 1938 
figures. 


EXPECTED SALE OF LARGER AP- 
PLIANCES—1939—VICTORIA 


TERRITORY 

Company Dealers Total 
Ranges 100 50 150 
Water Heaters 20 nee cand 
Refrigerators 75 250 325 
Washers 110 300 410 
lroners 20 10 30 
Radio 100 1,300 1,400 
Air Heaters 100 100 200 


The company’s home lighting pro- 
gram during 1938 added 98 kw. to the 
lines. Plans for 1939 contemplate the 
addition of 100 kw. 
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SALE OF ELECTRIC APPLIANCES BY UNITS—VICTORIA TERRITORY 


1938 

Company Dealers 
Ranges 84 46 
Water Heaters 21 8 
Refrigerators 67 248 
Washers 112 312 
lroners 19 9 
Cleaners 112 118 
Radio Sets 87 1,364 
Air Heaters 60 109 


1937 

Total Company Dealers Total 
130 79 35 114 
39 19 8 27 
315 62 376 438 
424 107 292 399 
28 17 8 25 
230 144 151 295 
1,451 117 864 981 
169 19 69 148 





pucet sounn. VV. Washington 
Sales Keep Up 


168,400 


residential and farm 


customers of the Puget 


Sound Power & Light bought $2,855,000 worth of elec- 


trical appliances in ‘38. 


r NHE Puget Sound Power & 
Light Company serves an area 
extending from the Columbia 

River to the Canadian border in west- 

ern Washington and as far east as 

the Wenatchee and Kittitas Valleys in 

Eastern Washington. In this area we 

are serving 138,200 residential cus- 

tomers and 30,200 rural customers. 

The average annual kilowatt-hour 

consumption for residence customers 

increased from 1.236 kilowatt hours in 

1937 to 1.295 kilowatt hours in 1938. 

We estimate that the total volume of 
domestic appliance business in the ter- 
ritorv. including dealer was 
$2,855,000 for 1938. We have an ac- 
curate account of ranges, water heaters 
and refrigerators which are added to 
our lines. The dollar volume of the 
other appliances is an estimate as we 
do not keep a running record of those 


sales, 


sales. 
Company merchandise salec for 1938 
amount to 4,725 units of which ranges 


amounted to 2.927, water heaters |.268 and 
refrigerators 529. 

Dealer appliance sales of ranges. water 
heaters and refrigerators amounted to 
10,875 units, of which refriaerators were the 
largest item amounting to 9,819 units. 

In spite of adverse conditions in this ter- 
ritory these figures compare favorable with 
the total of company and dealer sales of 
1937 of 11,473 units. 


The company merchandising activity 
was carried on by thirty outside mer- 
chandise salesmen working through 
fifty-six offices located throughout the 
territory we serve. It is interesting 
to note that approximately one-third 
of the range sales for 1938 were re- 
placement sales. Only, approximately, 
14 per cent of the water heater sales 
were replacements. The saturations 
of 26 per cent for ranges and 11 per 
cent for water heaters indicate prog- 
ress in the use of these appliances in 
the territory served, and also indicate 
the available market for additional 
sales. 


Annual use: 1,295 kw.-hrs. 


There were six company merchan- 
dise campaigns for the year, all being 
for eight weeks duration with the 
exception of the final one for the year 
which was for six weeks. Probably 
the outstanding campaign of the year 
was the “President’s League” for the 
period May 14th to July 2nd in which 
1,045 ranges, water heaters and re- 
frigerators were sold. In order to 
stimulate competition and interest the 
various districts represented baseball 
teams. The districts competed in a 
round robin of weekly games with 
each other individually. At the end of 
each week the standings of the dis- 
tricts were shown in regular baseball 
style indicating the percentage stand- 
ing of each district. 

The second outstanding campaign of 
the year was the “Big Apple Cam- 
paign” for the period September 17th 
to November 5th in which 898 ranges, 
water heaters and refrigerators were 
sold. The motif for the campaign was 
the apple industry. On the basis of 
their first three weeks performance in 
this campaign salesmen were classi- 
fied into three grades—such as used 
for classifying apples. The salesmen 
then competed for prizes. 

Company range and _ refrigerator 
sales are made on terms as long as 
twenty-four months with a minimum 
down payment of $5.00. Storage-tank 
water heaters are sold on terms as 
long as thirty-six months with also a 
minimum down payment of $5.00. As 
an aid to dealer sales of appliances 
we have recently undertaken the Elec- 
tric Home and Farm Authority Dealer 
Plan for both appliances and wiring. 
This plan has not been in operation 
long enough to enable us to present 
any figures or conclusions about it. 

Probably our outstanding promo- 
tional activity of the year was the 
“Span of Life Contest.” This program 
was an essay contest for our customers 

(Continued on page 68) 
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tat 1 


mphasizing the health story of elec 
tric appliances. Dealers, jobbers and 
nanufacturers also participated. We 
velieve that it was outstanding in pro- 
iting interest in and acceptance for 
ectrical applan 
Che balance u dealer sales pro 
otion program features newspaper 
lvertising, uirs running water 
lemonstrations, dealer I1.E.S. lamp ac- 
vities, the Modern Kitchen Bureau’s 
Discovery Month” and the recent 
idoption of the EH&FA Dealer Fi- 
ce Plan 
In 1939 we estimate that company 
of ral ite heaters and 
rigerators will have amounted to 
5,200 units, consisting of 3,150 ranges, 
550 water heaters and 500 refriger 
Dealer sales are estimated at 
}600 units which includes’ 1,800 
800 water heaters and 8,000 
rato1 tal company and 
Lit Lit \ hea ers 
nd refrig 1939 are esti- 
ted at 15,80 No ¢ e of the 
ther applia ivailabl htough 
ve anticipate that 20,000 I.E.S. lamps 
ll be sold eak 
Our neé g act ty 


‘ounts for an addition of 1,40 
lowatts with an estimated annual 
$31,800. This work is car 
ed on by seventeen home service and 
lighting representatives. 
Our 


year ac 


revenue of 


home 


year involved 


service activity for the 
the advant- 
electricity for household uses 


presenting 
ages oI 
to over 20,000 women attending 162 
demonstrations and meetings conducted 
by the Home Service Department dur- 
ing the year During summer 
months demonstrations were made for 
many of 


the 


gardens ot our cus- 


tomers, thus attracting much attention 
nd comment. Newspaper cooking 
‘hools, four fifteen-minute radio pro 
grams each week and customer calls 


have featured the activity of this de 
partment 

In addition we have placed approx 
itely 150 completed kitchen plans in 


é inds of our customers. So far 
this particular part of our activity has 
been conducted on more or less of an 
experimental basis. However, to date 
the results have been very satisfactory 
We believe that this is an excellent 


of creating interest and selling 

















TACOMA... LOW 


Rates 


and High Usage 


32,838 residence customers of the City Light Depart- 


ment had annual average use of 1,692 kw.-hrs. 


yma, Wash., is 


he City of Tac 7 
nationally known for its low rates 


und high usage of electricity. The 
iverage annual kw.-hr. consumption 
residence customer is reported as 


1,692 kw.-hr., the average rate being 
1.62 cents per kw.-hr. and the aver- 
ige bill $2.293 per customer. 


The City Light Department serves 
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32,838 customers, an in- 
crease of 1,626 over the 1937 figure of 
31,212. The department does no mer- 
chandising other than that of electric 
ranges and water heaters and keeps 
no sales records except for this one 
appliance. During 1938 1,000 ranges 
were added to city lines, of which 800 
were sold by the city, 200 by dealers. 


residence 


This 


ranges 


compares with a total of 750 

sold in 1937, 600 by the de- 
partment, 150 by dealers. This rather 
unusual record marks a 334 per cent 
increase for 1938. The present satu- 
ration of electric ranges in Tacoma 
is given as 34 per cent. 


tor 


Terms on ranges offered by th 
city department call for an $8 dow: 
payment on ranges, with an 18-mont} 
contract, $5.00 down on water heat: 
ers with 24 months to pay. 

The outlook for the coming year ; 
considered good. 





SAINT LOUIS 











st. tours... Range oadles 


Are Up 


302,745 residential customers of Union Elec- 


tric Company in Missouri, Illinois and 


Iowa have annual use of 974- kw-hrs. 


AS of November 30, 1938 (latest 
available data) the Union Elec- 
tric Company is serving 302,745 resi- 
dential customers in Missouri, Illinois 
and Iowa. The total annual residen- 
tial kilowatt-hour sales for these 
districts increased 5.7 per cent over 
those for the year ending November 
30, 1937. The average annual use per 
residential customer is now 974 kilo- 
watt-hours, an increase of 46 kilowatt- 
hours per customer during the last 
twelve months. 

For the year 1938, the sale of elec- 
tric ranges in the total system (Mis- 
souri, Illinois and Iowa) is estimated 
at 1,417 sold by the Company, and 
3,066 sold by the dealers, as compared 
with the actual 1937 figures of 1,760 
Company and 3,059 dealer sales. It 
is estimated that 2.7 per cent of the 
1938 sales were replacements, and the 
probable saturation of electric ranges 
at the end of 1938 is estimated at 6 
per cent. 

The estimated sale of electric re- 
frigerators in the total system, exclu- 
sive of dealer sales in the Keokuk terri- 
tory, for the year 1938, is placed at 


JANUARY, 


1,097 units for the Company and 
22,641 units for the dealers, compared 
with the actual figures for 1937 of 
1,926 and 37,312 units sold by the 
Company and dealers respectively. It 
is estimated that 8 per cent of the 
units sold in 1938 are replacements 
and the probable saturation of electric 
refrigerators at the end of 1938 is es- 
timated at 75 per cent. 

The Company is not active in pro- 
moting the sale of water heaters and 
no data on this appliance is available. 

Throughout the total system it is 
estimated that during the year 1938 the 
Company will sell 615 washers, 125 
ironers, 1,644 cleaners and 43,267 
other appliances, as compared with the 
actual 1937 sales of 745 washers, 147 
ironers, 1,935 cleaners and 42,658 
other appliances. 

It is estimated that the probable 
saturation at the end of 1938 for wash- 
ers and cleaners will be 47 per cent 
and 52 per cent respectively. 

Data is not available for dealer unit 
sales of washers, ironers, cleaners and 
other appliances. 


(Continued on next page) 
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ASHINGTON, D. c....Shows 


mall Sales Decline 


164,364 domestic electric customers of Potomac Elec- 


tric Power have annual kw.-hr. consumption 


of 1,138. 


HE 164,364 domestic customers 

on the lines of Potomac 
Electric Power Company in 

1938, had an annual average kilowatt- 
uur consumption of 1,138, according 
to figures released to Electrical Mer- 
thandising by the Electric Institute of 
which J. S. Bartlett is managing 


lirector. 


the 


Refrigerator sales for the year were 
only off 8 per cent and washer sales 
off 3 per cent, according to figures 
compiled by the Institute. Electric 
ranges showed the biggest decline—41 
per cent. 

Herewith a resume of their promo- 
tional activities for the year plus a 
table with figures on the appliance 
market in Washington, D. C, 


LAUNDRY AND CLEANING—February 

and March 

Extensive display on the first floor 
of the Power Company building with 
demonstration of ironing machines. 
The theme was “Madam, Be Seated” 
and counter cards were supplied to 
dealers for tie-in with our display and 
with the Pepco bill insert. In addi- 
tion, a rug cleaning contest was held 
—the entrants were to guess the 
amount of dirt collected by a vacuum 





Refrigerators off only 8 per cent 


cleaner from a rug located on the cus- 


tomer floor of the Power Company. 


—October 


During National Washer and Ironer 
Week the Institute supplied over 30 


sets of display material to its dealer- 


members. The local distributor organ- 
ization also supplied sets to other 
dealers. 


REFRIGERATION CAMPAIGN—March and 

April 

The theme of this campaign was 
“Look at Your Refrigerator” and 
again tied in the first floor display, 
direct mail pieces in Pepco bills, news- 
paper advertising and a sales and stock 
market campaign. 


SUMMER AIR CONDITIONING—May 

A concerted activity was held this 
summer to equip local stores and busi- 
ness establishments with the 4-Point 
Air Conditioning Emblem, the symbol 
of proper summer cooling. The back 
of power company bills and coopera- 
tive newspaper advertising, amounting 
to $2,750.00, carried to the general 
public the story behind this 4-point 
emblem. By the middle of summer 
approximately 113 stores displayed this 
emblem. 


AUTOMATIC HEATING—September 


In adidtion to the display of auto- 
matic heating equipment on the first 
floor the mailing through power com- 
pany bills offered a free coal shovel 
to present owners of homes with hand- 
fired furnaces. The final count on 
requests totaled 880 shovels and re- 
ports from the various dealers have 
described this activity as highly suc- 
cessful. Although there very 
few sales resulting from the first con- 
tact by the salesman it has lead to a 
very good list of prospects for the 
ensuing year. Over 50 per cent of 
the requests resulted in good prospects. 


were 


RANGE CAMPAIGN—October 
November 


and 


The poor showing in sales is per- 
haps due to several contributing fac- 
tors, namely, the elimination of free 
wiring as previously offered by the 
power company. The Public Utilities 





Commission restricted the power com- 
pany from further participation in wir- 
ing costs and it wasn’t until the middle 
of the year that these details were 
completely settled and we were able 
to proceed with a range campaign. 
In addition there were 1,008 ranges 
that were installed in the Greenbelt 
Housing Project during 1937 which 
also contributed to the poorer showing 
of 1938. For the first 9 months the 
average sales of ranges amounted to 
184 per month. During October and 
November, with the P.A. range cam- 
paign, the sales increased to an aver- 
age of 289 per month. 

The power company has reported 
that there were 4,405 All Electric 
Kitchens up to the first of 1938. There 
are no figures available for this year. 


LIGHTING—January 

A direct mail insert in power com- 
pany bills and a rather elaborate dis- 
play on the first floor of lighting equip- 
ment was the only direct promotion 
for lighting during the first part of 
the year. In November a Fold-o- 
Gram crossword puzzle was enclosed 
in power company bills and tells the 
story of adequate lighting in the home. 

Throughout the year there were 20 
groups totaling 2,572 people both in 
schools and outside groups who were 
told the story of the “Science of See- 
ing” with a rather elaborate set of 
demonstration equipment to illustrate 
the still very interesting story. 


ROASTER CAMPAIGN—May and June 
This year a 4-pound chicken was 
offered free with the purchase of a 
roaster. This was publicized through 
counter cards and newspaper advertis- 
ing. The power company distributed 
approximately 8,000 Modern Menu 
books obtained through the 
Electric League of Cleveland, to va- 
rious apartment houses in the district 


Recipe 


who are logical prospects for roasters. 
This piece was delivered by Western 
(Continued on page 70) 
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STATISTICS FOR THE TERRITORY SERVED BY THE 


Average Residential Kwh Consumption: 


1937 — 1,098 Kwh 
1938 — 1,135 Kwh 


ELECTRIC POWER COMPANY 


Residential Customers: 


TOTAL SALES—APPLIANCES USED ON PEPCO LINES 


Sales — 1937 
Seles — 1938 
(Oct. Nov. & Dec. estimated) } 
Estimated Proportion of 
Replacements — 1938 
Estimated Saturation 
December — 1938 
1938 Sales Compared to '37 — 
Washington 
1938 Sales Compared to '37 — 
National 


* This includes |,008 Ranges for Greenbelt Low-Cost Housing Project. 





POTOMAC 


Domestic Urban Rate: 


1937 — October — 159,301 1st 50 Kwh 3.9¢ 
1938 — October — 164,364 Next 50 Kwh 1.8¢ 
All over 100 Kwh 1.5¢ 
No. of retail outlets members of the Electric Institute — 125 
No. of contractors - members of the Electric Institute 49 
No. of wholesalers - members of the Electric Institute 16 
No. of manufacturers — members of the Electric Institute — 29 
Oil Water Vacuum 
Range Refrigerator Burner lroner Washer Heater Radio Cleaner 
4,133* 18,670 3,843 1,566 6,679 179 28,423 6,424 
2,439 18,515 2,845 1,135 6,482 245 32,012 6,546 
1% 15% 2% 25% 80% 10% 
10% 19% 18% 8.5% 58% 1% 98% 69% 
—41% —.8% —26% —27.5% —3.0% +37% +12.6% +.02% 
—36.71% —44%+ —30.44%1t —44.08% -—36.99% —27.34% 


{+ As reported in Nema News—lIst 9 months. 


1939 





t As reported in Automatic Heating and Air Conditioning—Ist 9 months. 


All other national figures from Electrical Merchandising—Ist 9 months. 
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Union and was 
which 


McCall’s magazine 


another 

reprint from 
With both these 
furnished 
Guide listing the 


followed by 
piece was a 
pieces the Institute a Buy- 

various makes 
and where they 


ers’ 
of roasters available 
could be purchased. Roaster sales for 
the first 8 months of 1938 were 1,106 
as compared to 543 in 1937. 


CHRISTMAS GIFT—December 


In addition to the display on the 
first floor a Pepco bill 
ing of another Fold-o-Gram crossword 
puzzle was sent out 


insert consist- 


to approximately 
70,000 customers. 


ADEQUATE WIRING PROGRAM 

This activity is carried on through- 
out the year with a member otf our 
staff devoting his entire time to fol- 
lowing up builders, contractors, etc., 
for the installation of adequate copper 
in new homes. In addition customers 
of the power company were circular- 
ized with a series of direct mail pieces 
furnished by the Bureau. These cus- 
tomers were selected from reports of 
the trouble 


shooters following up 


trouble calls on fuse blow-outs, etc 


COOKING DEMONSTRATIONS 


The Home Economics Department 
conducts cooking demonstrations to 
club women groups in the Institute 
and so far this year have talked to 
44 different groups and 1,951 attend- 
ance. They have held outside 
schools in the local neighborhood 
theatres and have totaled some 7,635 
in 14 different activities. In addition 
there were 31 held in the 
dealers’ stores with a total attendance 
of 1,502. 


also 


schools 


SALES TRAINING 

During the past year considerable 
effort has been put on training per- 
sonnel in various department and spec- 
ialty dealers stores. This sales train- 
ing has covered both major and small 
appliances and was given to 110 
groups with a total attendance of 
? 002. 


KITCHEN PLANNING 


Both individual demonstrations and 
group meetings were held on Kitchen 
Planning and was given to 354 people 


at a total of 72 separate showings. 








reapinc... Lastern 


Pennsylvania Reports 


101,300 domestic and farm customers had an an- 


nual average kilowatt-hour consumption of 


769 in 1938. 


HE Metropolitan Edison Com- 
pany added 2,200 domestic elec- 
tric customers to its lines in 1938 


—93,200 customers as of December 31, 
1938 compared to 91,000 
same date in 1937. 
In addition, the number of farm cus- 


(est.) as 


customers on the 
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Sales show slight decrease 


tomers from 7,500 in 1937 
to 8,100 in 1938. Headquarters of the 
company are in Reading, Pa. 

Average annual kilowatt-hour con- 
sumption jumped from 710 in 1937 to 
769 in 1938. 


There were a total of 233 appliance 


increased 


UNIT SALES OF APPLIANCES—EASTERN PENNSYLVANIA—1937-1938 


1937 
Company Dealers 
Ranges mre: ; 200 1777 
Refrigerators ...... 173 8547 
Water Heaters ‘ 175 675 
Fe 40 8197 
lroners . - 40 148 


dealers serving the 101,300 customers 
in the territory during 1938—five less 
than in ’37, These dealers comprise 
148 specialty dealers handling a full 
line of appliances; 20 department 
stores with appliance departments ; and 
65 other dealers who handle appliances 
as a sideline. 

The company was active in promot- 
ing appliance sales both through its 
own merchandising department and 
through dealers. On ranges and water 
heaters, for instance an allowance of 
$15 (sometimes $20) was made by the 
company towards installations made 
on its lines by company and dealers. 
Promotional rates are in effect and a 


1938 Estimated —_ Estimated 
Company Dealers Replacements Saturatio, 
15 1385 1% 9% 
100 5000 5%, 45%, 

85 415 0 3.2%, 
30 4470 — -- 
15 185 _ _— 


special 1 cent, off-peak water heater 
rate is used to induce sales in this 
bracket. Home service assistance an¢ 
promotional advertising was employe 
to help stimulate dealer sales. On 
water heaters, the company supervise; 
the installation. Copper tubing is use 
and the heater located as near as pos- 
sible to the point of most frequent us: 
in the home. 

Business conditions in the territory 
according to F. S. Hoefer, general 
sales manager, are about the same a 
in the rest of the country. Curtail- 
ment of activity in the steel, cement 
and textile industries being especially 
pronounced. 





SOUTHERN coLtorapdo... Pueblos 


32 Dealers Report 


23,595 domestic and farm customers of Southern Colo- 
rado Power bought $475,500 worth of appli- 
ances in ‘38. Annual average use: 815 kw.-hrs. 


HE Southern Colorado Power 
Company serves a district cen- 


tering about Pueblo. In 1938 
it served 22,170 residence stomers, 
1,425 rural customers. The corre- 


sponding figures for 1937 were 21,871 
residence customers and 1,350 rural. 
Average annual kw.-hr. consumption 
per residence customer for 1938 was 
814.5 kw.-hr., for 1937 it was 741 
kw.-hr. 

The dollar value of major electrical 
appliances sold through both company 
and dealer channels during 1938 is 
estimated at $475,500. This does not 
include the smaller appliances. 

Thirty-two dealers carrying major 
appliances serve this district, not 
counting those stores in which the 
electrical business is merely a side 
line. The power company offers a 
cooperative program, including the 
financing of dealer paper. Terms al- 


lowed call for a 10 per cent down 
payment in all cases. On ranges and 
water heaters, three years time is al- 
lowed for the contract, two years on 
refrigerators and 18 months on wash- 
ers and ironers. 

During the year the power company 
conducted a _ refrigerator campaign 
which ran from March 1 to May 31 
and which netted 166 units and a 
range and water heater campaign from 
July 18 to September 17, resulting in 
the sale of 212 units. LE.S. lamp 
sales are promoted through home 
demonstration and advertising. Lamps 
are also placed in offices of eye spe- 
cialists with a sign indicating their 
approval. The company this year has 
made a change in its cooking school 
policy, conducting smaller invitational 
cooking schools in place of large pub- 
lic schools, with much better results. 

(Continued on page 72) 
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POWER COMPANY TERRITORY 


1938 
Company Dealers 


Ranges 290 78 
Water Heaters 149 27 
Refrigerators 322 1,379 

ashers 65 1,734 
lroners 23 105 
Cleaners oe - ( aw 
1. E. S. Lamps 525 551 

JANUARY, 


1937 
Company Dealers 


Total Total 
368 329 49 378 
176 158 10 168 
1,701 371 1,916 2,287 
1,799 110 1,844 1,954 

128 27 122 149 
1,076 465 608 1,073 
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CLE 
is the line for 39” 


.... that’s the echo from Cincinnati. That's the 
echo of the most enthusiastic distributors’ meeting 
in Crosley history, when new merchandising plans 
for the Shelvadors, appliances and radios were 
disclosed. Full cause for cheers are found in: 


1 Carefully planned merchandise to entice and enthuse 


the 1939 prospect. 

2 Three separate lines of Shelvadors to cover every 
price bracket and win every competitive situation! 

3 Promotion ideas that promise better profits and great 


volume to all classes of dealers. 


4. Disclosure of where plenty of prospects for 1939 
Shelvadors can be found. 


5 Information about new Crosley products which 
greatly enhance the value of a Crosley franchise. 


Distributors cannot reach all dealers at once. Don't wait. 
Go to them. Write the factory. Hear the 1939 story now. 
Get an early start. Now is the time to get going, for 


CROSLEY’S THE LINE FOR 739. 


THE CROSLEY CORPORATION 


Home of “the Nation’s Station”—-WLW-—70 on your dial 
POWEL CROSLEY, Jr., President CINCINNATI 

















LOCAL MARKET DATA Continued from page 70 





The estimated saturation figures for EXPECTED SALE OF ELECTRIC 
the larger appliances as of December, APPLIANCES—1939 
1938 are given as 20 per cent for elec 
tric ranges and 8 per cent for water Company Dealers Total 
heaters. Refrigerators are in 31 per Ranges 295 100 395 
ent of the homes and I.E.S. lamps Weter Heaters 196 50 246 
n 5 per cent Retrigerators 312 1,400 1,712 
An improvement in business condi Washers 98 1,800 1,898 
ns is looked for in 1939, the fol lroners 41 125 166 
g t eing set 1. E. S. Lamps 764 700 1,464 








CLEVELAND... Reports 
Through Electric League 


300,000 domestic electric customers of the power com- 
pany have annual average use of 870 kw.-hrs. 


Major appliance sales figures for year herewith 


N 1938, as in previous years, the merchandise and equipment to 


the Electrical League the 


consumer 
of Cleveland have been designed Stimulating the sale of electri- 


primarily to inform the people of cal merchandise 
Greater Cleveland how electricity may Promoting the use of electrical 
used in the home, store, office a1 ippliances and equipment 
t League membership includes some 
he nunity served by the Ele« 760 people representing approximately 
il League of Cleveland has a 300 companies. In the territory are 
pulation of over 1,000,000 people 590 dealers, 15 spedMalty distributors 
‘ ipproximately 300,000 electri ind 10 supply jobbers 
[he average annual residet [ypical sales accomplishments for 
mn 870 KWH one year as listed below indicate the 
By serving the Cleveland publ n extent to which the Cleveland pro 
numerous educational capacities, the gram is effective from a commercial 
League accomplishes much for viewpoint 
membership in The yearly program of the League 
Introducing new and improved is specifically designed t provide 
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tangible means for each member to 
improve his individual business. Edu- 
cational activities are only one phase 
of the League’s work that benefits the 
local industry. Through seasonal mer- 
chandising promotions, periodic sales 
training classes and activities of the 
Industrial Division, the Cleveland elec- 
trical industry, through the League, 
makes an economic and coordinated 
approach to the Cleveland electrical 
market. 


LEAGUE EDUCATIONAL 
ACTIVITIES 

Advertising and Publicity 

A continuous program of advertis- 
ing has been carried on in three daily, 
28 community and 24 foreign language 
papers and other mediums to sustain 
and stimulate the interest of Greater 


Clevelanders in new and improved 
electrical merchandise and electric 
service. 

During the past 12 months over 


23,544 column 
been so used. 

Informative material, such as elec- 
trical recipes and new appliance data, 
furnished 


inches of space have 


regularly was local news- 
papers and magazines. Over 10,738 
column inches of editorial space of 


this nature appeared in Cleveland 
publications in the last twelve months. 


Exhibits 

Exhibits featuring new electrical 
merchandise and showing new uses 
for electrical equipment and apparatus 
were sponsored wherever Greater 
Clevelanders could be reached effec- 
tively. Thousands of Cleveland home- 
makers were reached in these exhibits 
during the past year. 

Eight of the best display windows 
in Cleveland have been made available 
to appliance and lighting equipment 
manufacturers and wholesalers for the 
display of their merchandise during 
the past year. Located at 13th Street 
and Euclid Avenue, these windows are 
seen daily by thousands of Greater 
Cleveland shoppers and commuters. 
During 1938, the following products 
were displayed: 

Electrical Gifts 

Electric Ranges 

Electric Refrigerators 

Home Laundry Equipment 

Sight-Saving Lamps and Lighting Equipment 
Vacuum Cleaners 
Demonstrations 

Demonstrations of 
proved 


new and im- 


electrical merchandise by 


League personnel or by League- 
trained demonstrators were held in 
the League quarters, in public ex- 
hibits and shows, in dealers’ stores 


and in customers’ homes. Over 135,- 
000 people were reached in demonstra- 
tions of this nature during the past 
year. 
Effective Expression Classes 

Classes in Effective Expression for 
the officers of Cleveland’s women’s 
clubs were conducted regularly in the 
League quarters under the supervision 
»f League personnel. In return for 


the instruction received, each class 


UNIT SALES MAJOR APPLIANCE 


12 Months Sales 
In Greater Cleveland 


(As of November 1938) 
Refrigerators 20,534 
Ranges 2,201 
Washers 17,063 
lroners 2,963 
Cleaners 18,389 


member presented a talk on an elec 
trical subject to her own club at the 
completion of the course; presenta- 
tions to other clubs were also given. 
During the past year, the women who 
have studied one or more electrical 
subjects in these Effective Expression 
classes talked to 16,932 people in 27] 
groups. 


Kitchen Tea Assemblies 


One-hour presentations packed with 
sales-stimulating information and con- 
vincing appliance demonstrations wer: 
held regularly at the League. Withi: 
twelve months 5,954 clu! 
women were reached in 112 session: 

f this type. 


the past 


Range Demonstrations 

\ppliance demonstrations, sponsore 
by League dealers, have been con- 
lucted by League-trained demonstra 
tors in users’ homes and in dealers 
stores regularly. In the past year 
9,327 homemakers saw improved elec 
trical kitchen equipment demonstrate: 
in 263 meetings of this type. 
Electric Home Bureau 

The objective of this department oi 
the League has been to bring to th 
attention of bankers, realtors, archi- 
contractors and home owners a 
first-hand knowledge of the benefits of 
electrical appliances and equipment 
These customers, singly and in groups. 
learned from members of the Electri- 
cal Home Bureau the importance to 
the home of adequate wiring, Sight- 
Saving lighting, electric kitchens, 
labor-saving laundries and winter air 
conditioning. 


tects, 


MERCHANDISING ACTIVITIES 


Both year ’round and seasonal ap- 
pliance lighting promotions were spon- 
sored by the League in 1938. All 
such activities were scheduled so that 
they tied in with national promotions 

During the last year, the Cleveland 
League sponsored promotional activi- 
ties on: 

Sight-Saving Lighting 
Electric Ranges 

Table Cooking Appliances 
Home Laundry Equipment 
Electric Refrigerators 
Electrical Xmas Gifts 
Residential Air Conditioning 


Ten merchandise counsellors devote 
ill of their attention to the assistance 
of manufacturers and wholesalers in 
introducing their new products to 
dealers, and in encouraging dealers 
to use more effectively the window 
and store displays and other material 
made available by manufacturers. 

(Continued on page 76) 
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a Aa ge 


+housands Acclaim 


FOR 1939! 


@ From city and town, from every corner of the nation, 
Frigidaire selling men...thousands of them...are meeting 
in convention to greet the sensational new Frigidaire 
for 1939. Up and down the country, Frigidaire’s flying 
convention crews are revealing to anxiously waiting 
audiences the secret of Frigidaire’s confidence for 1939. 

In cities from coast to coast, Frigidaire is making an 
announcement of major importance that bears out 
Frigidaire’s adherence to its basic obligation: that it 
must not fail to contribute in some real manner to the 
advancement of the industry, as well as to the advance- 
ment of the living standards of the public. In the past, 
Frigidaire has fostered many such fundamental improve- 
ments. Nevertheless, important as these contributions 


have been, Frigidaire’s achievement for 1939 surpasses 
anything that Frigidaire has ever done before. 

In unveiling to dealers everywhere a startling new line 
of 1939 products—new in fundamental conception—new 
in design—new in price structure—Frigidaire reaffirms its 
willingness to shoulder the responsibilities entrusted by 
leadership. And, coming at a time when leadership is so 
vitally important, Frigidaire is now proving conclusively 
that this trust has not been misplaced. 

Out of the enthusiasm and acclaim of thousands of 
men, who this month are viewing the new 1939 line of 
Frigidaire refrigerators and electric ranges for the first 
time, has come the firm conviction that again Frigidaire 
is writing a new chapter in electrical appliance history. 


FRIGIDAIRE DIVISION, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO 


ELECTRIC REFRIGERATORS - 


Y a 


1939 


ELECTRIC RANGES . 


ELECTRIC WATER HEATERS 
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omana... Business 
Conditions Fair 


74,958 domestic and rural customers of the 


Nebraska Power Co. bought $3,360.- 


000 worth of appliances in 1938 
towns with a total of ten thousand 
residential meters and two thousand 


six hundred and fifty farm customers, 


la few has nine Sales Advisors and one Home 

t Cor I provement will Service Advisor. The Company Sales 
1 to xtent u igricul Advisors are compensated on a salary 

il and live stock price plan, and their accomplishments are 
he Nebraska Power Company is a_ judged on the increase in use of serv- 


the Dealer Cooperative 
1 Omaha is divided 
nt ten territori und th 1 : 


ice in their territory 
Sales 


\dvisors aid dealers by dig- 


e dealers in ging up prospects and helping close 
territory are aided by a Nebraska _ sales. Home Service Advisors co- 
Power Company’s Sales Advisor and a_ ordinate their efforts with the activity 
Home S e Ad The cit of the Sales Advisors and the dealers 
( 1 Bluff livided tw in their territory. They demonstrate 
it 1 Sales Advisor and ranges, ironers, and table cookery ap- 
| S Ad ssigned to pliances in dealers’ stores and demon- 
tory The rural territory, strate all major appliances sold by the 
I t rty-fi smal dealers to new users 
i t irket data r the Omaha te tory 
P )22 
stic customers for 1938 72.300 customers 
formers fee TRO. sécces ccccces 2,650 customers 


I consumption per customer (1937)..880 KWH 


Number of farm cus 
\verage annual KWI] 
\ 


verage annual KWH consumption per customer (1938) ..925 KWH 
otal ay e business fe 1938 .$3,360,000 
lotal d t ..335 dealers 
Nun indling ful r ..60 dealers 
Depart t 11 dept. stores 
lealet i 9 { is a deline 246 dealers 





*No data on unit sales available. 
**No data on unit sales available. 





1938 MAJOR APPLIANCE SALES ALABAMA POWER COMPANY 


Esti- 
Sales Esti- mated 
1937 1938xs mated Satura- 

Com- om- eplace- tion 

Appliance pany Dealers pany Dealers ments 12/31/38 
Ranges....... 3,797 1,896 1,550 2100 15% 24% 
Water Heaters 1,931 1,931 800 750 2% 10% 
Refrigerators 5,325 13,227 1,300 9,000 20% 66% 
Washers... 1,135 3,600* 750 2500* 5% 20% 
lroners...... 163 400* 100 300* 1% 1% 
Cleaners. . 141 400* 300 600* 50% 60% 
SS 5 Weil cade War eee ae 15,000 50% 90% 
ese ER ng ee oe re Cees EOS ee 
1. E. S. Lamps 2,590 15,000 3,100 20,000 5% 40% 
Other Appliances . 11,39 15,000 6,700 9,000 25% 


Estimate only. 


Saturation estimated at less than 1%. 
xsEstimates for December, actual for eleven months. 








UTILITY AND DEALER MERCHANDISE SALES: NEBRASKA POWER 


ataBaMa... Getting Set 


for 1939 


118,000 residential and rural customers of 


Alabama Power Co. bought $3,000.- 


000 worth of appliances in 1938 


PPROXIMATELY 92,000 resi- 
dential urb: customers and 
26,000 rurc' customers were 


served as of December 31, 1938 by 
Alabama Power Company. This rep- 
resents an increase of about 4,000 
residential customers and 3,000 rural 
customers during the past twelve 
months. Some 75,000 other customers 


served The 


Alabama Power Company absorbed 
all wiring and piping costs with the 
exception of $10 which was added to 
the sales price of each electric rang: 
and each electric water heater. The 
maximum amounts to be so spent on 
installation by the Company was set at 
$40 for an electric range and $35 for 
an electric water heater. The Com 





Esti- are indirectly. average pany has no trade-in allowances. 
1937 1938 mated annual energy use by urban residen- During 1939 they expect to direct 
Com- om- Replace- Satura- tial customers served directly was major sales activities at those custom- 
pany Dealer pany Dealer ments tion approximately 1,390 KWH. ers who already own a refrigerator. 
Ranges 176 258 125 250 3% Total appliance sales, by Alabama This means putting the major empha- 
ae agg os - = ean 19%% 109% Power Company and some 250 co- sis on ranges, water heaters, home 
a 233 4,230 150 3,500 10% 10% operating dealers, approximated $3,- laundry equipment, and attic ventilat- 
lroners 77 371 75 595 10% 000,000 in 1938. Of these dealers ing fans. Small appliance sales ef 
ae 477 2,168 200 2,400 67% 60% about 80 are full-line dealers, 45 carry forts will be directed at low-use 
ae al 9 394 i Lo 1100 ag 70 " — some appliances and about 125 are customers with emphasis on portabl: 
Auto Heating Plants : 1279 ..... 1,250 appliance departments. ovens, vacuum cleaners, etc. 
ESTIMATED SALES FOR 1939: NEBRASKA POWER 1939 APPUANCE SALES QUOTAS ALABAMA POWER 
Cealers Company Total 
. a oe Appliance Quota Quota Quota 
anges ' ’ 
Water Heaters 9,200 13,200 ag F iad yo yo one 
Refrigerators 37,700 1,080,000 Ref ~ romans 8,000 550 85 
Washers 7,400 238,600 wgerators 4 1350 
ee 1'500 29.400 Washers. ... 3,500 1,500 5,000 
Radios 920,000 wenens +4 <— 900 
I. E. S. Lamps 11,800 71,000 yg Go Hyon ey 
Automatic Heating Plants 430,000 ~~ te F P y 
Gorey RIND. inc cnc evccodiveee 15,000 12,000 27,000 
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PaAsADENA... Dealers 
Handle Merchandising 


27,020 residential electric customers upped their 


HE Municipal Light and Power 
Department of the city of Pasa- 
dena, Calif., does no merchandising of 
its own, but keeps reports of the sale 
of the larger appliances through dealer 
channels. It serves 27,020 residence 
customers, as against 26,554 residence 
customers in 1937. The average an- 
nual kw.-hr. consumption per resi- 
dence customer was 942, an increase 
of 55 kw.-hr. over the 1937 average 
which was 887 kw.-hr. 

In answer to the question as to 
promotion of the sale of I.E.S. lamps, 
the department-reports that it places 
floor lamps in homes on trial 
request. 

It reports 22 dealers in Pasadena, 4 


on 


annual average use to 942 kw.-hrs. a year 








of the department store, furniture 
store or mail chain store type 
handling major appliances, 14 other 
stores selling major electrical equip- 
ment and 4 dealers carrying electric 
appliances as a side line. 

Sales of electric appliances by units 
in 1938 and 1937 through these dealer 
channels indicate a slight 
The 1938 figure on electric ranges 
was 175 sales; in 1937 it was 199. In 
1938 115 water heaters were sold, in 
1937 the number was 156. Sales of 
refrigerators, show that 2,100 electric 
refrigerators were added to Pasadena 
lines in 1938, as against 2,685 for the 
previous year. 

No predictions are 


order 


decrease. 


made for 1939 








|MOUNTAIN STATES... 


(Promote Dealer Sales 


| 49.425 residential customers of the Mountain States Power Com- 


7 





pany upped annual averages to 1,214 kw.-hrs. in 1938 


N January, 1938, the Mountain 
States Power Company, serving 
a wide flung area extending in a 
net work over portions of the 


Pacific Northwest states and as far 
east as Wyoming, withdrew from 
ictive merchandising, announcing a 


policy of promoting dealer sales. The 


report for this year therefore covers 
1 transition period, during which a 
ertain number of company sales are 
reported which were made during the 
lisposal of stock. A different method 
f accounting in accordance with the 
reclassification under state and federal 
wer commission ruling makes com- 
parisons between 1938 and the year 
preceding a trifle confusing. The pres- 
ent number of residence consumers, 
for instance, is given as 49,425, an in- 
of 5,346 over 1937, but this 
three thousand water 
heater users not heretofore classified 
as separate accounts. Similarly the 
annual kw.-hr. consumption 
domestic consumer, if reckoned 
cecording to 1937 accounting, would 
ome to 1,214 kw.-hr. for 1938, an in- 
rease of 58 kw.-hr. over the previous 
ear. According to present accounting 
iethods, the 1938 figure is 1,137 kw.- 
r. Rural customers have increased 


rom 5,836 in 1937 to 6,340 in 1938. 


rease 


ncludes some 


iverage 
er 
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Dealers serving this territory num- 
ber 78, 18 of the department store, 
furniture and mail order chain store 
type selling major appliances and 45 
other stores also selling major elec- 
trical appliances. Fifteen dealers are 
reported as selling electrical equip- 
ment as a sideline. Figures on sales 
are available only for the major appli- 
ances. 

Campaigns conducted during 1938 
were of a promotional nature, co- 
operating with dealers in the sale of 
ranges, water heaters, refrigerators 
and general appliances. Small cooking 
invitational in nature, were 
held with cooperating dealers through- 
out the year. H. E. Farris, sales man- 
ager of the Mountain States Power 
Company, states: “We believe these 
schools to be most profitable of those 
held since many sales were traced as 
a result and additional prospects were 
made available to the dealers. Twenty 
five or thirty prospects were the maxi- 
mum number in attendance.” Exhibits 
at county fairs and like occasions were 
well attended and definite results were 


schor Is, 


obtained from these showings. I.E.S. 
lamp sales were promoted through 


furniture stores and dealers. 
Early in the year the power com- 
pany, in cooperation with the E.H.- 


1939 





F.A., 
which provided for a 5 
payment on ranges, water heaters or 
refrigerators, with a contract which 
allowed 36 months for payment of the 
remainder, or 48 months if purchased 


made available a finance plan 
per cent down 


Radio sets called for 
down payment and 18 


in combination. 
10 per cent 


months to run, washers and ironers 
for 5 per cent down, with a 24-month 
contract. 

Plans 1939 are not yet 
pleted. The power company, however, 
that it will out of the 
selling picture, except for a limited 
sale of ranges in Wyoming only. 


for com 


announces be 


UNIT SALES OF ELECTRIC APPLIANCES—MOUNTAIN STATES POWER 
COMPANY TERRITORY 


© Replace- 
1938 1937 ments % Satura- 

Company Dealers Total Company 1938sales tion—'38 
Ranges 169 864 1,033 1,481 16.4 25 
Water Heaters 50 348 398 762 ’ 75 
Refrigerators 100 1,653 1,753 1,231 11.3 38 
Washers .... sewat cde pws robe 490 
EE a ais de veel we Wr Poa. ab Wiens date an 105 
ie i aA ie aden. ares «nga Gluiethra’ Pu weil 134 
a ohn wie th tara dua aus ein eras Sic 143 





ALBUQUERQUE... Lecalers 
Take Over Selling 


11,240 domestic customers of the power com- 


pany have annual use of 630 kw.-hrs. 


N Albuquerque, New Mexico the 

dealers took over the job of ap- 
pliance selling, the power company 
having withdrawn from all merchan- 
dising in the spring. Figures are not 
available to indicate how for 
1938 compare with those of the pre- 
ceding year. The power company 
serves 11,240 domestic customers, an 
increase of about 11 per cent over the 
1937 figure of 10,061. The average 
annual kw.-hr. consumption per do- 
mestic customer was 630 kw.-hr. In 
1937 it was 599 kw.-hr. 


sales 


The company promotes the sale of 
I. E. S. lamps through billboards and 
newspaper ads but selling is left to the 
15 dealers who serve this territory. 
\mong these there are 10 department, 


furniture or mail order chain stores 
which carry major appliances, two 
other stores handling major appli- 


ances and 15 dealers with whom elec- 
trical wares are only a side line. 
A 45 per cent saturation is reported 


for electrical refrigerators in this 
territory. 
(Continued on page 80) 
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OTPOINT’S 1939 LINE of electric 

refrigerators will thrill you with 

their beauty and dominant sales appeal. 

Styling that puts these new models in 

a class by themselves, wiris quick approval 
from men and women alike. 


3 Lines — 13 Medels 
Three great lines — 13 models — a wide 
choice of popular sizes give you real 
selling power. Compare Hotpoint. Look 
over the field. There’s a vast difference 
in value and selling features. Not much 
difference in price. 

Hotpoint offers you a plus-value line. 
An aggressive advertising and merchan- 
dising program—and the background 
of a name that has been advertised 
nationally for 30 years. 

Swing ahead with Hotpoint —the 
Headline for ’39. Get in touch with 
your distributor today. 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago, Illinois 
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DELUXE AND IMPERIAL MODELS 


Are an ideal combination of modern styling, tailor-made convenience and economy. A wealth 
of sales- winning features: Stainless-steel Speed Freezer with 16 Freezing Speeds, Pop-Ice 
Trays and new 2-quart Dessert Tray; 6-way Cold-Storage Compartment for storing steaks, 
chops, large roasts, fish or fowl, chilled desserts and ice cubes; Adjustable Height Gliding 
Shelves; Vegetable and Fruit Drawers; Automatic Interior Light; Vacuum-Sealed Thrift- 
master, and many other features that make Hotpoint the Refrigerator buy for 1939. Deluxe 
models are Calgloss enamel finish. Imperial models are porcelain enamel with 7-piece Fiesta 
Dish Set. All models have porcelain interiors with stain-resistant reservoir bottom. 
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SPECIAL MODEL 


Here is a real price leader for business! A 
big 6-foot family size refrigerator at a sur- 
prisingly low cost! Baked Calgloss enamel 
finish — white porcelain enamel interior 
with stain-resistant reservoir bottom. Has 
stainless steel Speed Freezer; famous 
Vacuum Sealed lhe 5-Year Pro- 
tection Plan; Chromium Plated Hardware. 
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our Billion Dollar 
MARKET! 


OR YEARS, 1938 included, the elec- 
trical appliance industry has sold more 
billion 


household electrical appliances. 


than one dollars worth of 


Norwithstanding this tremendous volume 
the present market for appliances is esti- 
mated at FOUR BILLION DOLLARS, based 
on the number of electrical appliances in 
use and the distribution of incomes. 

A great and growing market! A market 
that will richly reward manufacturers, dis- 
tributors and dealers who cultivate it with 
all the resources at their command —a mar- 
ket that shows no saturation point near in 


any major appliance division. 


To reap their share of this vast business 


MANUFACTURERS must (1) continue 
to improve their products — and tell the 
trade about the improvements, (2) de- 
velop additional worthwhile trade out- 
lets and (3) maintain closer contact 
with their existing outlets— and render 
it more intensive cooperation, (4) in- 
tensify and streamline their selling strat- 
egy and, finally, (5) further strengthen 
and solidify their trade allegiences, gen- 


erally. 


must 


MERCHANDISERS (1) 


progressive, cooperative-minded manu 


repay 


facturers in kind, (2) overhaul and re- 
juvenize their selling technique, (3) 
keep abreast of new product and distri- 
bution developments and, finally, (4) 
trade UP. 


ELECTRICAL & 


A McGraw-Hill Publication 
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During 1939 ELECTRICAL MERCHAN- 
DISING will continue to help manufac- 
turers and sellers of electrical appliances to 
solve these and kindred problems — giving 
the same sort of service that has won for 
this publication the unquestioned first place 
among all electrical trade magazines. 
Nineteen Thirty-Nine will see more and 
more manufacturers and merchants relying 
ELECTRICAL MERCHANDISING 


for inspiration and help in building more 


u pe yn 


sales at greater profits. And, unless all signs 
fail, 1939 will see more advertisers concen- 
trating their advertising appropriations in 
ELECTRICAL MERCHANDISING — the 
unquestioned ‘Preferred Publication of the 


Electrical Appliance Industry.” 


Here are a few of the tasks ELE 
TRICAL MERCHANDISING can ly 


counted upon to perform during 1939 


_ 


posted on new products, policies 


prices and marketing plans 


2. To serve as a measure of comparison 


for competing brands 


3. To provide the trade ideas for enlarg 
ing its scope through selling sugges 


tions and displays 
4. To help the dealer in his own selling 


5. To increase or hold the trade’s con- 


fidence in manufacturer advertising 
6. To support salesmen’s presentations 


7. To enable the dealer to order direct]; 


from manufacturers’ advertisements 


8. To counteract the effects of adverse 


trade rumors (if any) 


9. To deliver advertisers’ sales messages 


to hard-to-reach trade executives 


. To keep the trade in touch with an¢ a 
i | 





For over two decades ELECTRICAL MERCHAN- 
DISING has been the preferred, authoritative pub- 
lication of the electrical appliance industry — pre- 
ferred by wholesale and retail trade, and by 
manufacturer-advertisers. This preference is dem- 
onstrated by the fact that in 1938 ELECTRICAL 
MERCHANDISING — 


1. Led in total advertising carried 
2. Led in total number of advertisers 


3. Led in number of advertisers who used any 
one electrical trade journal exclusively 


4. Led in total number of advertisers who used 
it as their No. 1 magazine 


5. Led in total editorial lineage 


6. Led in editorial diversification, giving readers 
not only more editorial material, news, new 
product information and feature articles, but 








Preferred! — For 


over 20 years 


more data applicable to their wants and needs 
7. Led in number of worthwhile outlets reached 


8. Led in the number of total paid subscribers 
each month 


9. Led in number of total readers—30,100 copies 
per month 


10. Led in reader response to editorial and adver- 
tising messages 

11. Led in number and extent of marketing, sta- 
tistical and research services rendered the in- 
dustry 


ELECTRICAL MERCHANDISING is the only 
A.B.C., A.B.P. journal serving the electrical appli- 
ance industry. It is a product of McGraw-Hill 
Publishing Company, the largest trade technical 
and business publishing house in the world, the 
facilities of which are available to every adver- 
tiser and potential advertiser. 
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'SIER than the stork which 
brought the Dionne quintuplets 
Fa lown the chimney was Radio 
{ frigeration sales manager John 
Ditzell of the Stewart-Warner Cor- 
n the first week in January. 
had to present to the 500 dis- 
rs and assembled 
y 5, 6 and 7 at the Edgewater 
Hotel in Chicago 


dealers who 





it new radio models. 


Six new electric ranges. 


Six new water heaters. 

Eighteen new refrigerators. 

N 

: Ranges 

=» Necks were craned as the curtain 
on the range introduction, as it 


as Stewart-Warner’s bow in a new 
Veteran home economist Fran- 
s Weedman gave a flashing demon- 
ration of the ranges, which do these 
|. Present an illuminated dial when 
y current is flowing. 
2. Offer 5-speed heat controls on all 
} units; six selective 


irface arrange- 


ents of oven heating elements, plus 
rmostatic heat control. 
§ 3. A on-and-off clock switch which 
Bin be put on the job of regulating the 
‘on-o-Way cooker, the oven, and any 
ugged in appliance. 
The six models are graduated in de- 
Bign and price to meet all steps of the 
irket. They have acid resisting por- 
lain steel tops, porcelain finish 
uughout, including ovens and stor- 
compartments. are 
with glass wool. The Econ-o- 
Vay cooker is a 6-quart size. There 
re two 6-inch and one 8-inch surface 


Ovens insu- 


1 


inits, both employing a new rod type 
eating element. 


Refrigerators 


Stewart-Warner 
the interest in 
od storage compartments, with a spe- 
il 10 degree designed to 
ld fe . . . . . ale 

1 frozen foods for months, or tak- 
eng as much 40 lbs. cubes. 
New in 1939 also is a method of steril- 


In refrigerators 


ished in on growing 


chamber 


as of ice 

mzing air by ultra-violet rays, designed 

keep down bacteria and mold counts. 
\ new type evaporator was trotted out 
hich permits the automatic mainte- 
ince of 85 per cent humidities at all 
mes, making it possible to keep foods 
in uncovered dishes without drying. 

§ Stewart-Warner this year offers 
ermetically sealed units for the first 
time. 

Three new, low priced boxes, called 
Challenger line, were offered the 


trade, in addition to a Deluxe and 
> iper Deluxe group. 
Radios 
‘ 
In radio the hand of L. L. Kelsey 


f was 
the eight 
pirom $9.95 plastics up, 


as the spotlight flashed on 
introduced, 
including a 


This 


seen 


new numbers 


onograph-radio combination. 
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STEWART-WARNER 
WS ENLARGED LINE 


$9.95 model, called the “Campus” is 
a follower to the Varsity, which clicked 
so well in 1938. For $69.95 the cus- 
tomers get a massive console, 41 inches 
high, with 8 working tubes and 8-but- 
ton Magic Keyboard, plus standard and 
short wave reception. Dummy or 
“ballast” tubes are out, and the Magic 
Keyboard appears on all models ex- 
cept the $9.95 set, which incidently has 
a built in antenna, automatic volume 
control and works on AC-DC. 
Painted in the minds of the audience 
the fact that Stewart-Warner 
Corporation has one of the greatest 
fleets of precision machinery in the 
country, built up in the golden days of 


was 


the automobile. Housed in one of the 
towers on Diversey is a genuine group 
of research scientists and physicists. 
Aided by a handcraft building de- 
partment, experiment continually goes 
on, breakdown tests are carried out, 
and thus Stewart-Warner 


annually as a result. 


For with the diminishing number of 
automobile manufacturers in the field, 
it grows more and more apparent to 


1939 


is able to 
offer a great number of new features 


New ranges and water heaters make 


bow at Chicago show January 5, 6, 7 
















Stewart-Warner that all 
eggs should not be carried in too few 


executives 


baskets. There is protection, it is 
felt, in having direct brand contact 


with millions of customers, in having 
thousands of dealers over the country, 
and in working with distributors from 
coast to coast. 

This is the philosophy which has 
Stewart-Warner to throw its 
research men, and its organization, 
built up in the. palmy days of automo- 


caused 


Across the table in informal discus- 
sions Vice President F. A. Hiter and 
Chairman of the Board J. S. Knowl- 
son did most of their talking. 


Largest appliance line in its history, 
largest advertising campaign behind 
it, indicates what Stewart-Warner 
thinks of business possibilities in 1939, 
John F. Ditzell told visitors. Presi- 
dent Otis, Vice President F. A. Hiter 
in background. 


bile industry, into the business of 
sounding the full possibilities of the 
appliance field. 

So when appliance advertising man- 
ager Cliff C. DeWees announced the 
greatest appliance cam- 
paign in company history, reaching 
national weeklies, co-operative news- 
paper tie-ups, and the trade press, it 
simply topped off the company belief 
that in the appliance field destiny 
beckons. 


advertising 
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For Those Who MAKE Electrical Appliances 


Nineteen Thirty Nine will accentuate the problem of developing new, responsible trade connec- 
tions . . . of broadening distribution . . . of maintaining trade allegiances... of not merely keeping 
your name before the trade, but inspiring the trade to concentrate on your name and your prod- 
ucts in the increasingly competitive markets of the day . . . and finally, of marking up volume 
and profit gains while holding sales costs within safe limits. 


For Those Who SELL Electrical Appliances 


There’s the growing problem of what merchandise to select and what is worthy of concentrated 
selling effort . . . the task of selling at a profit —of trading up in a period of price competition 
. of securing, training and holding salesmen for the big selling jobs that are ahead. 


ELECTRICAL MERCHANDISING 


In Nineteen Thirty Nine will continue to serve makers and merchandisers alike to find the answers 
to these and kindred problems . . . giving the same high degree of cooperation that won for this 
publication first place among all appliance trade magazines in 1938 — first in circulation; first in 
volume and value of advertising carried; first in editorial content, — and first choice of the elec- 
trical appliance trade as its most useful, helpful publication. 


A McGRAW-HILL 
PUBLICATION 


NEW YORK, N. Y. 
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RE you selling as many appli- 
ances as you could reasonably 
be expected to considering the 
ommunity in which you happen to be 
pcated? ~This is a question which 
very dealer would like to have an- 
wered. Are you selling as much elec- 
ricity per home as is reasonable to 
xpect? This is the question the power 
ompany asks itself. 

A survey of its customers and 
nalysis of their ownership of appli- 
nces and kilowatt-hour consumption 
made recently by one large utility 
bffers an answer to both these ques- 
ions. What was done was to analyse 
more than 100 communities from the 
tandpoint of their average annual 
fomestic kilowatt-hour consumption in 
elationship to other factors, including 
he ownership of electric appliances. 
These two factors, of course, were 
losely correllated, although other ele- 
nents also entered into the picture. 
Roughly speaking, the annual average 
Homestic use of electricity corresponds 
o the dollar investment in electrical 
pppliances, so that a relatively good 
year in appliance sales in a given dis- 
rict means a large increase in the 
umber of kilowatt-hours used annu- 
blly in the average household and, 
fice versa, a large kilowatt-hour in- 
tease Means an active business done 
n that community in the sale of elec- 
ric goods. Other conditions, how- 
Pver, sometimes color results. A pre- 
ponderantly foreign population, for 
nstance, may mean a lower consump- 
ion of electricity, even though there 
sa high saturation of electrical appli- 
pnces. Similarly a local era of hard 
times dependent upon a drop in the in- 
dustry serving the community, or just 
the fact that a larger or smaller num- 
ber of servants is employed may affect 
results. 

The study is one which is of interest 
o the electrical dealer who wants to 
cnow whether or not he is getting the 
most possible out of his business, as 
well as to the power company which 
wants to increase the average con- 
sumption of electricity. 

This survey, for instance, revealed 
the fact that there was a marked dif- 
ference in economic conditions as be- 
tween towns which on the surface 
might appear to be of the same type. 
By comparing the rates of population 
change since the last census, whether 
up or down and at what rate, the per 
capita municipal government receipts, 
the amount of sales tax collected per 


icapita in two communities, it becomes 


apparent that one may definitely be 
suffering from a business depression 
and, in spite of comparable population 
figures, may rank as much as 40 per 
cent below its neighbor in purchasing 
power. This affects both the purchase 
of new equipment and the extent to 
which old equipment is used. 

Again it was found that in two ad- 
jacent communities, one had the high- 
est saturation of refrigeration, with 
an equivalent saturation in ranges and 
water heaters, but the other had defi- 
nitely the higher usage of electricity 
per home. This was explained by the 
fact that the second community had a 
larger proportion of large homes in 
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WHY 


One Community 


Buys More 


Appliances 


Than Another 


By Clotilde Grunsky 


which servants are employed, while 
the community with the higher re- 
frigerator ownership was made up 
largely of small residences. Similarly 
a large foreign population sometimes 
means a high average possession of 
electrical appliances, but a relatively 
small use of electricity. 

The competition of other fuels was 
of course an important factor, the 
saturation of electric ranges and water 
heaters being naturally higher in dis- 
tricts where there was no gas avail- 
able. The aggressiveness and rates 
of a competing company serving an- 


other fuel and the favorable or 
unfavorable ordinances which might 
exist were important. Manufactured 


gas competition proved easier to meet 
than natural gas. Where the company 
served both gas and electricity, other 
elements were also introduced. The 
history of electricity and electric rates 
in the community was another import- 
ant factor. Where flat rate water 
heating, for instance, had introduced 
a familiarity with electric appliances, 
this sometimes carried over even 
when these special rates were with- 
drawn. 

Interesting above other factors was 
the outstanding fact developed by this 
study that there may be two towns 
which are equal in economic structure 
but in which there are large differences 
in the sale and saturation of elcctric 
appliances due to the amount of sales 
effort expended, alike by power com- 
pany and local dealers. The power 
company reports that “if we are par- 
ticularly aggressive on the items which 
we sell, such as range and water 
heater, we normally find a better per- 
centage of saturation in these fields.” 
In items such as refrigerators, which 
the utility does not sell, but merely 
supports in a promotional way, it is 
the aggressiveness of local dealers 
which accounts for the difference. A 
typical example is quoted of two towns 
otherwise similar in which the satura- 


1939 





tion of refrigerators varies by a wide 
margin. In one it is 70 per cent, in 
the other only 52 per cent. The 18 
per cent difference represents busi- 
ness which the dealers of the second 
community could have in their town 
if they were sufficiently enterprising 
to go after it. Correspondingly, satu- 
ration on ranges and water heaters 
was 44 per cent and 30 per cent re- 
spectively in one town and 25 per cent 
on ranges and 21 per cent on water 
heaters in the second. This was 
largely a failure in utility effort. 

A factor which is allied to this, but 
not the same, is the difference in sales 
ability of the men covering the terri- 
tories. The company has instances of 
having men in two similar towns, with 
the same amount of sales effort ex- 
pended in each, but with results ma- 
terially different, one being the reflec- 
tion of exceptional sales ability on the 
part of one man, while the other 
represented but mediocre ability. 

In making its survey, the utility 
divided its territory according to the 
type of competition encountered— 
natural gas, manufactured gas, etc., 
and also on the basis of the major 
industry supporting each community. 
Suburban towns, resort towns, agricul- 
tural communities, those supported by 
mining activities or those in a pre- 
dominantly industrial area were con- 
sidered separately. In general it may 
be said that, other factors aside, sub- 
urban and agricultural communities 
rank above industrial towns in their 
use of electricity, though several min- 
ing communities were relatively high. 
Studies were then made of the aver- 
age annual kilowatt-hour consumption 
and the gain per customer during the 
past four years. The saturation of 
major electrical appliances was charted 
and a study made of the percentage of 
customers by block usage—that is, the 
proportion who use less than 30 
kw.-hr. per month, 31 to 60, 61 to 90, 
90 to 120 and over 120. 


The factors which affect the kw.-hr. 
consumption per customer, and inci- 
dentally also, the saturation and the 
current sale of electric appliances, are 
listed as follows: 


Economic Conditions 
Employment steady, seasonal or in- 
termittent 
Shopping center for large or small 
surrounding area 
Home industry, such as small scale 
brooding of chicks, etc., which 


may be recorded on domestic 
meters 
Class of new homes built 
Sales Effort 
Amount of advertising done by 


power company and dealers 
Type of dealers, aggressive or non- 
progressive 
Ability of salesmen 
Allocation of salesmen’s time to 
territory 


Living Habits of People—Standard of 
Living 

Type of community—stable or float- 
ing population 

American or foreign population, 
predominantly 

Home or outside entertainment 

Size of family, including boarders 

Extent to which servants are em- 
ployed—size of home 


Competitive Situation 

Price and availability of competitive 
fuel 

Aggressiveness of competitors 

Favorable or unfavorable local ordi- 
nances (Some communities forbid 
the sale of “bottled gas’’) 

Trend of rates charged by power 
company and predecessor com- 
panies 


In analyzing their figures and in 
drawing up a program based on a 
study of the above factors, the power 
company in question has come to the 
conclusion that its program directed 
toward increasing the use of electricity 
in the home should be made commun- 
ity by community, rather than to set 
up any one general plan for its entire 
territory. In an area where there is a 
large proportion of customers who are 
using 30 kw.-hr. or less, for instance, 
the company may consider the advis- 
ability of more intensive work on do- 
mestic lighting which, from a mer- 
chandise standpoint, involves a small 
investment on the part of the customer, 
but results in a relatively high load. 
Auxiliary heating is another item to 
be pressed in such communities. The 
company proposes to consider the pos- 
sibilities of local dealer campaigns on 
refrigerators and other items which 
it does not itself merchandise. It 
plans to analyze the methods and 
abilities of its own sales force as they 
may affect results. 

The dealer who wishes to check his 
own results against those obtained 
elsewhere, has a similar problem. That 
is to say, first he should make a study 
of his own community as compared 
with others in the factors which gov- 
ern sales. Then, after making due 
allowance for those factors over which 
he has no control, he can compare 
results, 
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LOCAL MAREET DATA Continued from page 77 








MAJOR APPLIANCE SALES REPORTS 
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RS. RALPH BORSODI ACCEPTS CHALLENGE OF 
OMMERCIAL LAUNDRIES ON HOME LAUNDRY COSTS 


Outlines Regulations Under Which Tests Shall Be Conducted 


SUFFERN, N. Y.—Mrs. Ralph 
rsodi of the School of Living, an 
lependent research organization lo- 
ted at Suffern, N. Y., has an- 
minced the conditions under which 
e School will accept the challenges 
ide by commercial laundries on the 
ubject of comparative costs of doing 
ome laundry. These challenges, for 
rious amounts of money, have been 
sued by an increasing number of 
dividual commercial laundries lately 
id have become the center of a con- 
lerable controversy in the commer- 
il laundry industry and the domestic 
bundry equipment business. 

Mrs. Borsodi’s conditions of accept- 
nce of these challenges was contained 
1 a letter addressed to A. D. Finkel- 
ein of the Rockland Laundry Com- 
any, Inc., of Spring Valley, New 
fork. Concerned with the researches 
lade by Mrs. Borsodi and published 
1 ELECTRICAL MERCHANDISING, Mr. 
inkelstein, whose company Mrs. Bor- 
di has herself patronized in the 
ast, challenged her to meet the com- 
ercial laundries in a, comparative 
est of home laundry costs. 

Mrs. Borsodi’s reply, printed below, 
ccepted the challenge and stipulated 
hat the requirements laid down for 
e particular test be made uniform 
r all such challenges. At time of 
ublication, no reply has been received 
y Mr. Finkelstein as to whether his 
mpany is prepared to go through 
vith the tests. 

Mrs. Borsodi’s letter follows: 


December 12, 1938 


Mr. A. D. Finkelstein, 

tockland Laundry Company, Inc. 
pring Valley, New York 

fy dear Mr. Finkelstein: 

This is in reply to your letter of 
Vecember 5th in which you state that 
| have been a customer of yours for 
quite some time and naturally you are 
concerned about the statements which 
have been made in ELEectricaL MeEr- 
HANDISING which raise such an acute 
juestion. 
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The only basis upon which the 
School can consider your challenge 
would be a test which would be a 
truly scientific comparison of the rela- 
tive economy of washing at home and 
of having washing done in commer- 
cial laundries. It is not interested in 
tests aimed at mere bacteriological 
demonstrations which are not truly 
indicative of the relative economy of 
home laundry and commercial laundry 
washing. Among the conditions for 
such a test upon which the School 
would insist are: 

1. A typical wash for a family of 
4.5 persons, such as that outlined by 
the School in Table 9 of Bulletin 4, 
is to be agreed upon. Three identical 
sets of such clothes are to be pur- 
chased, one to be set aside as a control 
for the experiments, one to be used in 
the home laundry tests, and one to be 
used in the commercial laundry tests. 

2. The home equipment and washing 
is to conform to average equipment 
and to average practice. 


} none 





3. The commercial laundries selected | 
are not to know the source of the wash 
sent to them. At least three such 
commercial laundries shall be used 
throughout the period of the test, and 
of them are to know that the 
wash being sent to them is part of 
the test. 

4. The period of the above tests is 
to be one year. 

5. At the end of the period, the 
three sets of clothes are to be sent to 
a textile laboratory for tests of ten- 
sile strength, shrinkage, and fading 
and the extent of the depreciation of 
the two washes compared to the stand- 
ard of the control set of clothes. 

6. Accurate records of the exact 
cost for having all the washing done 
in the commercial laundries are to. be 
kept, records to be made of any losses 





of and damage to clothes during the 
period, and such losses and damage 
to be added to the other costs of the 
tests by the commercial laundries. 

7. Accurate records are to be kept 








Gibson distributors heard a lot of interesting things at the annual conven- 
tion held in Grand Rapids recently. For one a new line of electric ranges; 
for another, a 6-ft. refrigerator with sealed mechanism to sell for $99.50 


in the east. 


pictures see the following pages. 


1939 


Gibson executives, in the sales and advertising divisions 
addressed the meetings which culminated in a banquet. 


For additional 





of (1) all money expenditures for 
washing in the home laundry; (2) of 
depreciation, interest, maintenance and 
operation costs of the home laundry 
equipment used, and (3) of the actual 
time devoted to the washing and iron- 
ing during the period of the test. 

The School of Living estimates that 
it will cost approximately $6,000 to 
make these tests. Its own researches 
represent a much larger expenditure 
than this. These researches are em- 
bodied in Bulletin 4 of the School. 

We suggest you study Bulletin 4 
and then decide whether you desire to 
finance the cost of such tests as we 
have outlined in this letter. We shall 
be glad to discuss this with you in 
person if you will come to the School. 

Very truly yours. 
Mrs. RALPH Borsopt. 


DEXTER AND HIBBEN JOIN 
A. W. BUREAU COMMITTEE 


NEW YORK—W. E. Sprackling, 
chairman of the National Adequate 
Wiring Bureau, announces the follow- 
ing changes in the Adequate Wiring 
Bureau committee memberships: 

Appointment of Harris E. Dexter, 
sales manager of the Central Hudson 
Gas & Electric Corp., and chairman 
of the Sales Committee of the Edison 
Electric Institute, to the Executive 
Committee to replace Merrill E. Skin- 
ner, who found it necessary to resign 
due to pressure of company duties. 

Appointment of S. G. Hibben, Di- 
rector of Applied Lighting, Westing- 
house Lamp Division, Westinghouse 
Elec. & Mfg. Co., to the Plan Com- 
mittee to replace J. F. O’Brien, who 
resigned from the same organization 
to accept a business connection 
another field of endeavor. 


in 


Hunger Puts in Appliances 
BUFFALO, N. Y.—Major appliances, 


including ranges, refrigerators, washers 
and ironers will be added by the William 
Hunger Company of Buffalo, New York, 
it has been announced by President H. 
M. Hecht. New department will be in 
the basement. 
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KELVINATOR LAUNCHES NEW 


NATIONAL SALESMEN’S INSTITUTE 


Edlund Announced as President 
at Convention 








charge of sales for Kelvinator greets 


president of the National Salesmen's 








reases there might 





Kelvinator products, 


head the National 











ead for Kelvinator will ¢ 
d t imber of regional 


nsist of a 
representa 


tives and a congress of leading salesmen. 

mgress will be chosen 
annually from among Kelvinator’s out- 
standing salesmen and will be paid tor 


ir services 


“Our training courses,” Edlund ex 








1Sse¢ i 


plained, “will be prepared jointly by ex 
ecutives of the Institute and salesmen in 
the field, for the ideas of all selling men 
e€ orga n will be solicited. It | 

\ eam program, based on con- | 
1 s as they exist today, and the pro- 
gram will be changed as _ conditions 
hange. In a way, the Institute will be a 
cooperative organization. Salesmen will 
help salesmen by contributing ideas and 

periences. We will expect our leading 
ilesmen to play a big part in the Insti 
tute as we wil! draw upon their years of 
experience on the firing line for material 
ior ur ft ng courses 

Untrie selling theories will not be 

l nd onl l which have | 


used, ; ly ideas 
tested and proved successful will be in 
cluded in our courses.” 

Headquarters of 





the Institute 


Kelvinator 


will be | 
1 1 at the offices in 
Detroit, it was announced. The activity, 
which was enthusiastically endorsed by | 


the distributors, will be launched immedi 
ately. Announcement will be made next 
week of the director, who will head up 
the Detroit Institute office as director 


under Edlund, as will the announcement 
f the regional representatives. 
Three hundred and fifty distributors of | 
Kelvinator Division of the corporation 
attended the two-day convention. They | 
viewed the “Silver Jubilee Kelvina- | 
tors,” which will be announced in Janu 
iry. New electric ranges, washers, electri: 
vater heaters, ironers, ymmercial and 
air « equipment, stokers and 
1 burners als were unveiled at the 


be publicly announced 





onditioning 


meeting, and wil 


Vi e President Burritt Was ha rmal 
f ind speakers included 
R. C. Cameron, 
Id appliance sales manager; Harry 
Pars manager f tl >| i 
Range and Water Heater Section; 
Poirson, in charge of ele washers 
ind ironers; J. A. Harlan, sales manager 

f the Commercial Refrigeration Div 
Wehrly, assistant to the 


nm; H. D 
sales: W. A 


President house 


ns, sales or t 





tric 


vice president in charge of 
Blees, general sales manas 
Motors Division; J. Nelson 
‘tor of 
f the Kelvinator 


Stuart, di 
sales promotion 
Division; W. E. Say- 
Manager ; FE B 
department; G. V 
and assistant 
Kelvinator Corpora- 
Newell, vice-president 
& Newell, Inc., Nash 


Kelvinator’s advert sing agency | 


advertising and 


ertising 
I secretary 
t f Nas! 
tion, and H. W 


ANDERSON NEW AD 
COUNSEL FOR NORGE 


DETROIT—James A. Sterling, adver- 
tising and merchandising manager, Norge 
Division, Borg-Warner Corporation, an- 
nounces the appointment of Lee Ander- 
son Advertising Company, Detroit, as 
advertising counsel for all products of 
Norge Division, effective immediately. 

Lee Anderson will personally super- 
vise advertising counsel activities on all 
Norge products which include - Norge 
Rollator Refrigerators, Norge Electric 
Ranges, Norge G Ranges, Norge 
Laundry Equipment, and Heating and 
Commercial products. 


Gas 


Milwaukee Union Moves 


Headquarters of the Retail Appliance 
Union, Milwaukee have been 
734 N. Third St 


' 
Salesmen 


noved t 















19 in the Shade 


This cute gal almost stopped the 


show out at the Rocky Mountain 
Electrical League's Christmas Jubilee. 
She is supposed to represent |. E. S. 
lamps. They had some others there, 
too, dressed up in cellophane and 
lighted with Polaroid which must have 
been hard for the customers to take. 


Cochrane Has New Book 
on Motion Window Displays 


Under the title below a new book is 
announced, written by Cochrane 
who is well known to readers of Elec- 
trical Merchandising as a writer on Ac- 
tion Displays. This volume is the first 


of its kind on the subject of designing 
and making animations for window and 
interior displays. Appliance dealers will 
be interested in this book because it tells 
n diagrams and text how to use so many 
standard items that are handy in appliance 
and radio shops. 

The theme of the book, it would ap- 
pear, is to show decorators how to drama- 
tize displays with simple apparatus, 
easily put together by a handy man. 
For instance, one section details a wide 
number of possible motions based on a 
five-cent-butt hinge for a universal joint, 
plus a wooden lever and cam—a combi- 
nation with many variations as any me- 
chanically minded man will quickly sense. 

Mechanical motions of the simpler 
kind, light action displays and the tools 
required are given in about 200 diagrams. 
The fundamentals of mechanics as they 
apply to this field are concisely defined 
and illustrated. Another 50 illustrations 
describe sound apparatus, projectors, spec- 
ial illusion items and other technical 
features of display animation. How to 
use fluorescent hghting as an aid to 
strengthen a display is also featured. 
Cochrane tells you how to turn windows 
in veritable little theaters with light, ac- 
tion and sound, added to good display 
showmanship. 

“Motion Display Mechanics” is 
lished by Reeder-Morton 
Inc., 175 Fifth Ave., New 


pub- 
Publications, 
York City. 


| Full cloth, 192 pages, 84x54, $3.00. 


















| R.M.E.L. Stages Bang-U GAL 


Christmas Jut 


Manufacturers, jobber 
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DENVER 











ES 
tributors and dealers in six Rock , ae 
‘tain region states pooled their tu 
tional resources and ingenuity ol 
the Rocky Mountain Electrical Ationif 
fourth annual pre-Christmas Ele. co, 
Jubilee a notable and record-bre © divi 
occasion. ‘1 at 

More than a score of Electrical HR’; ;.. 
sitions were staged in Colorado, @ my 
ming, New Mexico, Montana lant 
Dakota and Nebraska, the principal ; san 
from a standpoint of attendance, HR, Ci 
in Denver, Colo., and Casper, Wy _ aie 
The Denver exposition was pre#im -oduy 
December 1, 2 and 3; the Casper i Wout, 
December 9 and 10. The Denver amy. <¢ 
ance was 19,468; at Casper, 6,357 ceaaial 


of electrical merchandise were gam: 4 























stimulated throughout the areas | : ad 
pating in Jubilee actiivties. Demand... 
jobbers’ stocks at Denver, distri sed 3 
center, were such that re-orders, in - = 
from eastern wholesalers were the neoel 
rather than the exception. Ded oon 
shelves were denuded. While non« While 
appliances in electrical display | sol 
were offered for sale during the eh. ohen 
tions, prospective customers, viewing rd), 
propriate Christmas gifts, were ne 
leged to order, or were invited + 
the store handling desired equipme _ 
The Denver exposition centered ar | 
three main attractions: A _ theat * 
demonstration and stage show, fed: 51. 
ing celophane-clad girls glorified by mc p. 
of the peculiar light-control qua itiv 
exercised by Polaroid; the “Ou liv 





Style” show, exhibiting historic el 
reading lamps and electric irons, 
mated by a parade of living fen 
models wearing gowns fashionable a 
tury or more ago to exemplify 
“Styles Change in Dress Fashior 
Well as In Electrical Equipment” ; a 
“House of Magic” where high-t 
electrical necromancy was dramatiz« 
Prof. Gustave Lindeman. 

The affair was promoted by enorr 
newspaper publicity; radio broadcas 
three of fifteen minutes each fron 
exposition floor; broadsides; person 
ters; posters and streamers. 

Executives of the Casper Ek 
League, R.M.E.L. unit, borrowed 
six-foot-square Polaroid sheets, spe 
fabricated by The Polaroid Corporat 
of Boston, Mass., for the Denver ex! 
and presented a stage spectacle riva 
the original. 

Expositions were all free to the 1 








lic and emphasized by placards 
decorations: “Electrical Christmas ‘ 
—So Easy to Choose. So sure 


please.” 
Successive triumphs of this electr 
merchandising campaign each Decen 


have so greatly improved Christ 
trade that Rocky Mountain Electr 
League officials plan a more elab 


and more comprehensive crusade for | 








PHILCO TAKES OVER 
FAIRBANKS MORSE f 
REFRIGERATOR DIVISIO 


INDIANAPOLIS, IND.—Officials 
the Fairbanks Morse refrigerator divis 
the manufacturing plant of which is 
cated here, have announced that negot 
tions have been completed with the Ph 
Radio & Television Corporation, P! 
delphia, for the purchase of the busir 
to become a unit of the Philco Compa 
effective January 2. 

W. Paul Jones, former general m: 
ager of the home appliance division 
Fairbanks Morse, will continue as g 
eral manager of the Philco Refrigera' 
Division, it was announced. Manufact 
ing of the Conservador refrigerator ¥ 
continue at the Indianapolis plant 
which Philco has taken a lease. Pres¢ 
plans call for the announcement of 
models in January and an increas« 
refrigerator production due to the wi 
distribution facilities of Philco. 
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Bang-U GALE PRODUCTS FORMED IN 


REFRIGERATION, AIR CONDITIONING 


SBURG, ILL.—Gale Products, | (as well as director of the Company) has 
vision of Outboard, Marine & | been made manager in full charge ot 
turing Company takes a bow. It | operations. 

ymer formed to take over all air- Sales of all Gale products are under 
ling and refrigeration activities the direction of L. H. D. Baker, general 

ynpany formerly handled by an- | sales manager, formerly vice president of 
livision. Copeland and later with Universal Cooler 
y brick-and-steel factory and office | Corp. in charge of commercial unit and 

thousand square feet has just | private brand sales. 

mpleted alongside the first unit of Mr. Baker will be assisted by C. A. 
t constructed about a year ago at | Thomson as assistant sales manager. 
irg, Illinois “Tommy” has been connected with the 
Company first entered refrigera- Company in its refrigeration activities in 


ne five years ago, manutacturing both engineering and sales capacities tor 


juct in the Johnson Motors plant | more than five years 


Waukegan, Illinois. With the growth J. E. Armes, who formerly devoted 


tsehold refrigeration sales and the | his time to sales of air-conditioning equip 
sful introduction of a space cooler ment, is now in charge of advertising and 





lividual room air conditioning last | sales promotion on all the lines. Previ 
the volume has reached such pro- uusly, he was nnected with Edison 
as to demand not only the in- | General Electric Appliance Company and 
and centralized factory facilities, | in other appliance wo 
a separate administrative, sales, Engineering of all lines is headed 
ring and production personnel of | by J Furry, active for the past five 


years on the Company's refrigeration 
the refrigerators heretofore have | products. Commercial unit engineering 1s 
ld under the name BRIGGS (after | under the supervision of George Lind 


en F 3riggs, Chairman of the | gren, formerly with Copeland and Uni- 
the new line soon to be publicly | versal Cooler. 
ed and displayed will bear the Manufacturing is under the direction of 
Gale” “Bill” Walters, who, during the past 
administrative and executive per- | several years has produced hundreds of 
of Gale Products, is composed | thousands of the company’s refrigeration 
9 men long connected with other | units. 
ns of the Company Other trained men “transplanted” to 
P. Rossberg, for fifteen years in an | Galesburg are Chuck Geske, Service 
tive position with the Johnson Mo- Manager, Harold Bourdon, Accountant ; 


jivision and secretary and treasurer | and Don Tharp, Assembly Foreman. 


Gibson Introduces New Range 
at Annual Convention 








Left to right: E. A. Rutenber, chief engineer range division of Gibson; 
Harry W. Lippert, special sales representative of Gibson; and Lloyd Moon 
of Moon Bros., Inc., Gibson's Detroit distributor. 





Frank S. Gibson, Jr., Eastern District Sales Manager of Gibson, at left. 
Center, Charles J. Gibson, president of Gibson. Right, G. H. Robertson 
of Listenwalter & Gough, Inc., of Los Angeles, Gibson's southern California 
distributor. 
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G. H. Robertson of Listenwalter & F. E. Basler, general sales manager of 
Gough, Inc., Los Angeles. Gibson Electric Refrigerator Corp. 


RH 














Gibson division of Listenwalter & mid-western district sales manager 
Gough, Inc., Los Angeles. with headquarters in Chicago. 


cpanel 


| Harry Shane, sales manager of the E. F. Edsall of Gibson, just appointed 
| 














At left, G. W. Dickel, Gibson's Phila- At left, R. A. Gerlinger of Toledo; 
| delphia distributor, and Harry Moll, right, E. D. Jacobs, district sales 
Gibson's Denver distributor. manager of Gibson. 





At left, Mrs. Wenonah McGhee, home economist of Consumers Power Co. 
of Michigan, who explained the New Gibson Electric Range, being intro- 
duced by John L. Stephens, sales promotion manager of Gibson. 
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FIRST SHOWING 


1939 WASHERS.A IRONERS 
BOOTHS 72-73 -74-7§5 >> 
Comeé tnand 14: ud! 


Also to be shown in our DeLuxe Display Coaches 
which will take to the road January 15th. 








Get in touch with your Distributor or write 


HORTON MANUFACTURING CO. FoaT WAYNE,/ND. 
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MKB "DISCOVERY MONTH" as 
PLAN HUGE SUCCESS FOR DEALER SASH 





Joe Lukans used a registered meter to prove the economy of electric 
prospects during the recent Modern 


cooking to Fremont, Nebraska, 


Kitchen Bureau-Westinghouse range promotion in that western city. 
Mrs. Lukans assisting with the cooking a dramatic demonstration to prove 
the low cost of cooking electrically was staged to a full house. 


Westinghouse Uses Meter 


Tie-In 
EAST PITTSBURGH, PA.—Thouw- 
sands of “live” prospects were secured 


and scores of actual sales reported by 
Westinghouse range dealers participating 
in the recent “Discovery Month” promo- 
tion sponsored by the Modern Kitchen 
Bureau. These dealers reported unpre- 
cedented interest in electric cooking and 
its theme—‘“See for yourself that electric 
cooking costs only half as much as you 
think.” 

Westinghouse devised a dramatic dem- 
onstration based on the cooking and 
preparation of nine meals,—three break- 
fasts, three lunches and three dinners— 
for a family of four persons. An electric 
range, with a special meter connected to 
show current consumption was used to 
cook the meals. Dealers then asked their 
guests to estimate the cost and amount 
of current used to prepare the nine meals. 
The average estimate received was four 


times the actual cost involved, so that 
—— _proof was given that “Electric 
| Cooking ¢ Costs Only Half As Much As 
You Think.” 

Typical of the results obtained by par- 
ticipating dealers George <A. Parker, 
Goldsboro, North Carolina, dealer re- 





| ment, 


ported 34 range, 30 water heater, 10 re- 
frigerator, 4 laundry equipment, 2 vacuum 
cleaner, and 10 other appliance prospects. 

The Burgess Electric Company of 
3luefield, West Virginia, reported the 
sale of three ranges, after three prospects 
“discovered” the economy and advantages 
of electric cooking. In addition to these 
sales 11 range, 6 refrigerator, 8 laundry 
equipment, 3 water heater and dish- 
washer prospects were secured. 

Two range sales were made by the 
Economy Coal Company of Des Moines, 
Iowa, and 18 range, 12 laundry equip- 
6 refrigerator, 3 cleaner, one dish- 
washer and 24 other appliance prospects 
were secured. Six immediate sales from 
the prospect list were predicted by the 
Des Moines dealer. Another Iowa dealer, 
the Southern Utilities Company at Cres- 
ton, secured 28 range prospects in addi- 
tion to 26 prospects for refrigerators, 
laundry equipment, water heaters, and 
other appliances. 

Up in Superi or, 
Electric Company 


Wisconsin, the Ross 
claimed 60 range 
prospects and 14 refrigerator prospects. 
To make the Superior demonstration 
more effective and dramatic a Westing- 
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DISCOVERY MONTH 
SEE FOR YOURSELF --- 
ELECTRIC COOKING COSTS 
Yp WHAT YOU THINK. 
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With 


house Tuff Guy retail salesman cooke 
all of the food for the promotion. 

A Goshen, Indiana, dealer sold a rang 
and an electric water heater and “dis 
covered” 10 range prospects in additic: 
to a dozen other appliance prospect 
This dealer’s reaction was—‘“demonstra 
tion is the answer to immediate sales 

Two range sales were made in S& 
Louis when four range dealers joined i: 
a cooperation demonstration. And ove! 
in Quakertown, Pennsylvania, a_ rang: 
was sold during the demonstration he 
in a local church. 

Down in Cambridge, Ohio, a total 
617 persons went into the offices of the 
Ohio Power Company to get the story o 
electric cooking during the three-day pr 
motion staged under the direction 
Harry Strong, manager of residentia 
sales. The Westinghouse dealer in La- 
Crosse, Wisconsin, reported the sale o 
a range and a water heater immediate! 
following the demonstration. 





BACK TO SCHOOL 
WITH FOX FURNACE 


DE 
_ELYRIA, O.—For the sixth consecu-—two 
tive year heating jobbers and dealers arefrefris 
being offered the opportunity of — Legg 


ing air conditioning schools conducted by §Divi: 


the Fox Furnace Division of American Hi 
Radiator Company. messe 

Recognizing the fact that sales meth-[in n 
ods are of increasing importance, Fox see ; 
Furnace executives have allowed ample Fy 
time in the program for the subject e ¢ 
sound sales and merchandising methods. ftribt 
The fundamentals of sales and specificBAve 


ways of increasing sales by the applica- Borg: 
tion of Sunbeam promotion features wil 
be presented. 

Major schools, conducted by Fox, wil! 
also be held in the following cities: 
Chicago, Ill.....January 31, February 1,2 
Boston, Mass......... February 14, 15, 1 F 
St. Louis, Mo....February 28, March 1, 2 
Cleveland, Ohio........ March 14, 15, 1 
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New York City.......... June 13, 14, 15 ~ 
Following these major schools, Sun- Bera 
beam jobbers will conduct local engineer- f are 
ing and sales schools for the heating con- § La 
tractors in their territories. Heating ( 
dealers, wishing to attend these schools, § her 
| can make reservations either with their § ag 


local Sunbeam jobber or by writing tof sal 
| the Fox Furnace Division. R. 
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| AMONG CO-OPS 


EHFA ACTIVE 


VASHINGTON, D. C.—Electric 
me and Farm Authority recently an- 
that contracts had been closed 
e Mutual Power & Light Associa- 
of Tanner, North Bend, Washing- 
- Pemiscot-Dunklin Electric Coopera- 
» Hayti, Missouri; City of Russellville, 
issellville, Alabama; Fulton County 
ral Electric Membership Corpora- 
in, Rochester, Indiana; Fillmore Coun- 
Co-operative Electric Association, 
eston, Minnesota, and The Ontonagon 
unty Rural Electrification Association, 
tonagon, Michigan. The _ contracts 
vide that Electric Home and Farm 
sthority and the utilities will cooperate 
fnancing the sale of electrical appli- 
es for use by consumers located on 
» utilities’ power lines 
Electric Home and Farm Authority 
) announced today that contracts had 
en closed with the Richland Coopera- 
e Electric Association, Richland Cen- 
Wisconsin; Carlton County Co-Op 
wer Association, Kettle River, Min- 
sota; Fillmore County Co-operative 
lectric Association, Preston, Minnesota, 
{ the Oakdale Co-Operative Electrical 
ssociation, Oakdale, Wisconsin. The 
tracts provide that Electric Home and 
zm Authority and the utilities will co- 
erate in financing the wiring or re- 
ring of existing homes and farms 
ted on the utilities’ power lines. The 
regoing utilities are already cooperating 
the financing of electrical appliances 
r home and farm use. 


O- 


FRIGIDAIRE REDUCES 
CHICAGO DEALERSHIPS 


HICAGO—From 30 to 40 per cent of 
Chicago dealers will be eliminated 
rough the reorganization of the distri 
tion system of the Frigidaire Division 
{ General Motors, it was announced re- 
ently by Ben Markus, sales manager in 
is district. From more than 100 stores 
n metropolitan Chicago, there will be a 
rop to from 60 to 70 franchised dealers 
r 1939. The Fair, Carson Pirie Scott 
nd Levinsons will not handle Frigidaire 
1939, Mr. Markus reports. 
The move should give a smaller num- 
er of dealers sufficient business so that 
ey may obtain a satisfactory turn on 
eir investment, the Frigidaire manage- 
nt feels 


TWO NEW DISTRIBUTORS 
APPOINTED BY LEONARD 


DETROIT, MICH.—Appointment of 
two new distributors to handle Leonard 
Fefrigerators has been announced by Ray 
Legg, general sales manager, Leonard 
Division, Nash-Kelvinator Corporation. 

Harry T. Wilson, Inc., Memphis, Ten- 

ssee, will distribute the Leonard line 

1 northern Mississippi, western Tennes- 
see and north-eastern Arkansas 

Forty counties in central Indiana will 
e covered for Leonard by United Dis- 
tributing Corporation, 909 N. Capitol 
Avenue, Indianapolis. President of this 
rganization is Mr. C. J. Kruse 








R. Cooper, Jr., Moves Chicago 
ffice 


CHICAGO—Over to Lake Shore 
Drive has gone R. Cooper Jr. Inc., Gen- 
eral Electric distributors in the Chicago 
area. This transfer follows a decade at 
LaSalle and Wacker Drive. 

Coincidence with the move, S. B. Ma- 
her, vice-president and general sales man- 
ager, assumes charge of advertising and 
sales promotion, absorbing the duties of 
R. T. Cragg. 
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CORDITIS rors You, Too, 


When He Pulls These Inside Jobs 





y 


What did you sell this customer when 
you sold her that electrical appliance? 

If it had an old-fashioned electrical 
cord, she now has a masked bandit in 
the house — thanks to you. He’s a 
dangerous fellow. Not content with 
putting appliances out of service — he 
often stoops to arson and even worse. 

Corditis robs you, too, because you 
pay with costly service jobs and lost 
profits—lost or dissatisfied customers. 

Remember when you sell electrical 
appliances you sell cords, too. And 
cords no longer have to be masked 
bandits — Belden Cords eliminate 
Corditis — and they are available on 
every type of appliance you sell. 
Specify Belden and be safe. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, III. 


*CORDITIS 


a dangerous disease of electrical cords; the symptoms are frayed wire 
and broken plugs. It causes severe mental irritation and violent nervous 
disorders among electrical appliance users. 






peed 

FR 3257 
Good Housckeeping 
%. * Institute - 
tenses OS 





Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 


certified by Electrical Testing Laboratories. 








ADVERTISED 
in The Saturday Evening Post, 
Good Housekeeping, Time. 


Belden 
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New Pasiticns of the Mouth 





Barlow & Seelig 


The Barlow & Seelig Mfg. Co., Ripon, 
Wisconsin, manufacturers of Speed Queen 
washers, ironers, and refrigerators, an- 
nounce a strengthening in the executive 
personnel with the elevation of R. C. 
Stuart to the Chairmanship of the Board 
and the election of R. I. Petrie as presi- 
lent and general 


aent 


Manager. 





R. C, STUART 


Mr. Stuart had been president of the 

mpany since 1927 and general man- 
ager since 1936. Mr. Petrie comes to the 
Speed Queen organization from the Nash- 
Kelvinator Corporation. He has been 
with the Kelvinator division for the past 
fifteen years in many capacities, during 
the last few years of which he was sales 
manager of the Kelvinator and Leonard 
divisions, 





R. |. PETRIE 


Speed Queen appliances are distributed 
through the Barlow & Seelig Mfg. Co.’s 
wn sales organization selling directly to 
the dealer, with five thousand outlets 
throughout the United States and Canada. 
The 1939 line will include five Speed 
Queen electric washer models and three 
gasoline powered models. There will 
be three ironer models and six re- 
frigerator models. 


| 
also 


G-E Plastics Sales 


W. H. Milton, Jr., will assume on 
December 1 the duties of manager of 
sales for the Plastics Department of the 
General Electric Company, Pittsfield, 
Mass He succeeds K. W. Nelson, re- 


( ently deceased. 


Chicago Housewares Club 


Thomas E. Maley. houseware buyer 
for Sears. Roebuck Company has been 
elected President of the Chicago House- 
wares Club for 1939. He succeeds E. 
McCarthy of Carson Pirie Scott. 


JANUARY, 





| 
| 
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Philadelphia Electric Assoc. 
At 


a meeting of the Board of G 
ernors 


of The Electrical Association 
Philadelphia held in their headquarter 
17th and Sansom Streets, A. L. Ha 
strom was elected president for | 
replacing C. K. West who has serve 
the past four years. 





A. L. HALLSTROM 


Mr. Hallstrom is Atlantic Distr 
manager of Graybar Electric Co., In 
and a member of the Board of Director 
yf that Company. 

Other officers elected were Howar 
Miller, Vice-President; Philip H. War 
Jr., Treasurer; and Robt. J. Moran, Se 
retary. 


Samson-United 
Nationally known in the field of el 
trical manufacturing, James W. Burnis 
has been made vice-president in charg 
»§ manufacturing, engineering and 
chasing of the Samson-United Corpora 
tion, according to an announcement mad 


nur 
pu 


by Mr. A. O. Samuels, president of that 
mcern ; 
Elected at a meeting of the board 
directors f the corporation recently 


Burnison will assume his new duties in 
mediately He came to the Samson- 
United Corporation last May as manager 
yf manufacturing and engineering. 

For seven years Mr. Burnison served 
as vice-president in charge of manufac- 


turing of the Radio Corporation 

America, with offices in Camden, N. |. 
Previous to that he was with the Gen- 
eral Electric Company in Schenectady) 


where he held executive positions in the 
railway motor, wiring supplies and radi 
manufacturing divisions. More recent; 
he was a member of the firm of H. A 
Kuljian and Co., consulting engineers 
with principal offices in Philadelphia. 


Rival 


Walter Nye, formerly with Manning 
3owman Company, Chicago, is now with 
the Rival Manufacturing Company, Kan- 
sas City, Mo. 


Gibson 


Mr. F. E. Basler of Gibson Electric 
Refrigerator Corporation announces the 
appointment of Harry W. Lippert as the 
range sales specialist who will work 
nationally in explaining and promoting 
Gibson’s new electric range line. 

Lippert comes to Gibson from the 
Norge Range Division of Borg-Warner 
Corporation where he handled promo- 
tional work in Texas, Arizona, Nevada 
and California. Lippert’s first work with 
Gibson was the presentation of the new 
Rutenber-designed range at the dis- 
tributors’ convention mentioned above, 
and he will shortly leave on an eastern 
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HE WHIRLPOOL LINE 
FOR '39 HAS EVERYTHING 


H.W. Lipper FEATURES PRICE RANGE 





































vhich will a 7 me dis- All-White Line—Oversize Tubs— Six Washer Models, with or without 
rs meeting in \ew ork City on ° ° 
y 8th, which will be handled by oe ee sere 1l- — P Pumps — Three Ironers — A Mod- 
"s Gi . in tee oe ringers — ti —- 
S. Gibson, Jr., George Jaud and ‘ringers —- Automatic Controls el for Every Budget — and Every 
; A. Dewey, Gibson’s three eastern Oiled-for-Life Motor — Improved Whirl | M d 1 di 
t sales managers, and John L. Safety Sealed Gear Case — Baked irlpool Model an outstanding 
sales promotion manager of : 
ee ane Enamel Chassis, Value. 
al 
Apex 
ingore oc ec | ESIGN MARK-UP 
pr nts to the executive staff, was 
: announced by Mr. C. G. Frantz, . ei lg ; 
President, Apex Electrical Mfg {Com- Fully Streamlined — ne a Despite the Remarkable Values in 
i! Cleveland, Ohio. G. B. Schuyler H . n e ‘ : 
oes E sue Clan ecciinns to Gleaming White Baked a Every Price Bracket, Whirlpool 
BV as ame -XCCuULIVE ic¢ resident, fT h Ch 
Hill a newly created post. S. W. Taylor wit romium Gives You More 
has been made Vice-President in charge Trim — Striking Th A ' 
p i ant Operations Eye Appeal That an an mpie 
Makes Sales. ¢ 2 Margin of Profit. 
Distr 
Co., I: 
f Director | 
| 
re How if 
p H. War 
Moran, S 
eld é | 
V. Burnis | 
in char 
zy and p | 
d ¢ rp 
very t ma G. B. Schuyler 
oard For the past 9 years, Mr Schuyler 
recent is been Vice-President and General 
luties ir Manager of the subsidiary Corporation, 
Samson- ff Apex Rotarex Mfg. Company, at 
1s manager Oakland, California. Previously, he was 
ing President of the Johnson Washer Com- 
son serv pany of Oakland, California. He will 
f manufa take up his new duties in Cleveland, Ohi 
ration uiter January first. 
den, N. 
1 the Ger 
chenectad 
ions in tl 
and rad 
‘e recent! 
of H. A 
engineer 
adelphia 
Manning 
now wit! 
any, Kan- 
1 Electri S. W. Taylor 
unces the 
o- as th S. W. Taylor comes to Apex from 
al , 1 n 
vill work the Nash-Kelvinator Corporation, Detroit, 
promoting — Michigan, where he was Director of 
© ' Standards, in charge of Mechanical 
Irom the Manufacturing Methods, Plant Planning, 
g-Warner 1 Time Study. Mr. Taylor was pre- 
1 promo- uusly connected with the Chrysler 
Nevada Corporation as Works Manager of the 
vork wit Vayton, Ohio Plants; Copeland Refriger- 
the new rr Company, Detroit; and Production 
the dis- — Manager of the Lincoln Motor Company, 
d above Vetroit. 
n eastern 
ELECTRICAL MERCHANDISING—JANUARY, 1939 PAGE 89 
MISING 











In New Westminster, B. C. Bryson and 





Sons, hardware merchants, have added a 
ajor electrical appliance department to 
‘ tore, with Lloyd Barber and Ralph 

W ! irge 

* * * 

New pa ie business of the 
Ma | Company, / ancouver 

( G. N. Bis 

* * > 
I \ P Company of Nel 
i 
‘ g nodelled quar- 
al * > 

la i " B. ( } tri Ra 

iy Compa t Vancouver B.C. will be 

irked ft " incem«¢ ft the com 
pa s lf tail Dealer Cooperative 

Sales Pla February there will be an 

\ ) iy training irse to W 1 

‘ i dealer i their emnl 
| ‘ sa employ 

itor applia alesm 
and taff the ut and al 

ers } nterested ‘ sale 

d elect appliance 
* . * 

e BA Electr fall imp 2g € i 
ign topped its quota, w was set at 

S10.000. | rut y up a tota f $11,268 
il = 

* * * 
The R le | tric Supply Compan 
et porated in Seattle, Wash 
| S. Rouble, former! nnected 
‘ 1 the } th Coast Electric Co. and 
‘ , - 
‘ thiwe esentativ the Conlon 
Va r 
* * * 
H. E. Sheidler has opened a new ap 
Sons Sal same im the TT a 
ance i radio § re in € Univers y 
trict ittle. Haag washers and 
é il Stewart-Warner radios and 
it are featured 
* * * 

Sam McG ey is manager of the 
Gan Store, recently opened in Shelley, 

th $ specializing in ranges, re- 

era and small appliances 
* * * 

An lea ate at which municipalities 

r ut es Ss 1 aim to resell Bonneville 

ver as been set up by J. D. Ross 

Bonneville administrator. No purchaser 
f Bonneville power is to be required to 

iiorm to it, but Mr. Ross suggests 
that it should be their desired objective 
The suggested rate is as follows First 

50 kw.-hr. at 24¢ per kw.-hr.; next 150 

kw.-hr. at 2¢; next 100 kw.-hr. at 1¢, 
ext 1,700 kw r it 4¢; excess above 
2,000 kw at i¢ 

* * * 

In Tacoma, where domestic rates are 
reported to be among the west in the 
United States, further rate reductions on 
January 1 will bring the domestic rate to 
43¢ per kw.-hr. for the first 20 kw.-hr 
l¢ per kw.-hr. for the next 20 kw.-hr 
and 4¢ per kw.-hr. for the remainder. A 
new domestic rate schedule for San Di- 
ego, Calif ved by the San Diego ( n 

lidated Gas & Electric Company, pr 

vides f I t 12 kw.-hr., 90¢; next 38 
ut 34¢ per kw.-hr.; next 150 at 2.4¢ per 

- I 
hk 200 at 14¢ per kw.-hr 
* * . 
Prot & Levitt of 1 Was t 
t f ? if in S ] ? i jr 
$3.95) to $19.95 vacuun ‘ - 
d free with ¢ .s 
} Uy) SUK) lene . 
e¢ @ 

EH FA t A t 
ij l 
i { { i 

; 
i I il 
il l l 
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Anchor Stoker Men In Session 





Aggressive new sales and advertising plans for 1939 on Anchor Kolstokers 
were disclosed at the annual sales conference of the Anchor Stove & Range 


Company at New Albany, Indiana, on December Ist, 2nd and 3rd. 


The 


three-day session was attended by all company regional sales representa- 


tives and branch managers. 


Western 


NEWS FLASHES 


Power Company The Wilbur office of 
this company reports that it boasts a 
yathtub among its office appurtenances. 
It is one used fifty years ago, which 
makes an excellent window display with 
Reddy Kilowatt shown inside. 
* * - 
The commercial cooking conference of 


the Northwest Electric Light and Power 
Association was held in Spokane, Wash. 
November, with representatives pres- 

trom Washington, Oregon, Idaho, 
Montana and British Columbia. 


* * * 


nt 


[raining < Portland, Ore. 
range salesmen have been conducted by 
Miss Cula Baker of the Edison G. E. 
\ppliance Company and by Jack Rollings 
it the Stubbs Electric Company, both of 
whom have given a number of evening 
sales training courses in electric cookery. 


urses tor 


x * * 

The General Utility Co. of Portland 
Ore. has expanded into additional quar- 
ters by taking over the store next door. 


The Portland, Ore. branch of Mont- 
gomery Ward & Co. has added a new 
line of electric ranges and put an outside 
salesman in the field. 

™ * 7 


Weimer’s Hardware & Furniture Co., 
Portland, Ore. held a three-day open 
house this fall, advertising it in the com- 
munity paper and by direct mail. Elec- 
trical appliances were among the features 
attractively displayed. 

. ” . 


The Northwestern Electric Company of 
Portland, Ore. advertised small appli- 
ances as attractive Christmas gifts by 
means of 43 billboards, in addition to 
newspaper advertising and bill stuffers 
which carried the same story. 


* * * 


The Idaho Power Company, with 
headquarters at Boise, will feature com- 
mercial cooking, residential lighting and 
laundry in January and late in February 
will launch an electric range campaign. 

















ADAMS STARTED TO DEMONSTRATE AN ELECTRIC RAZOR ON THE 
OLD GENT—AND LOST IT" 


JANUARY, 














The Home Service Advisors of ¢ 
Montana Power Company recently he 
two three-day training sessions, one 
3utte and one in Great Falls. Repo, 
show that in one month these girls co 
ducted floor demonstrations for nj 
dealers in Montana Power Company te 
ritory and made 106 home calls as { 
low-up on dealer appliances. 


* *” ~ 


The Central Hardware Co. of Bui 
Montana, has added a line of electric, 
appliances as part of its recent moderniz; 
tion plan. 

* 


* - 


The Firestone Service Station of Mi 
soula Montana, it is announced, yw 
hence forward carry a line of small ele 
trical appliances, in addition to auton 
bile accessories. 


1S 


* ~ * 


A recent ironer demonstration on t 
floor of the Duval Wallace Company 
Great Falls, Mont. was influential in t 
sale of six electric ironers. 

_ 


* * 


A new and attractive display unit { 
small appliances helped Christmas sale 
for the Lewiston Electric Supply Cor 
pany of Lewiston, Mont. 


- - * 


An inter-store contest on washing m: 
chines between 100 stores in 9 states re 
sulted in top place being won by th 
Montgomery Ward store at Great Fal 
Mont. This establishment has done 
good job with an all-employee Mazi 


lamp sale. 


* - * 


C. O. Burgess is new owner of thy 
Burgess Radio Repair Service Gre 
Falls, Mont., formerly the Sturrock Rad 
Sales & Service Co. 

* 


* * 


Five new salesmen in the electric aj 
pliance field and Dick Carroll as_ neq 
manager of the Home Appliance depar: 
ment is the warning which the D. | 
Cole Co. of Billings, Montana gives 
its intentions in the electrical selling field 


* * * 
Hennessy’s Butte, Mont. old washe' 
contest ended on Dec. 23, 1938. Th 


company ran extensive small applian 
advertising during December. A Coffee 
master demonstration, a warehouse 
of washers, with a set of twin laundr 
tubs offered free to the first four pur 
chasers, and a Christmas offer on Frig 
daires which permitted first payment t 
be postponed to March 15 were amon: 
other features of the store’s month. 


Sat 


ad * * 


The Utah Power & Light Compa 
will stage its usual January clearanc: 
sale and during the month will inaugu 
rate campaigns on ranges, water heater 
and sun lamps. 


* @ 


The Electrical League of Utah carrit 


out an extensive billboard advertising 
campaign carrying the slogan “Giv 
Electrical Gifts”. It also offered a 


award to the junior chamber of com- 
merce developing the best outdoor Christ- 
mas lighting activity. It has been active 
throughout the year, tying in with na 
tional washer-ironer promotion by fur- 
nishing stickers and sales ideas to dealers 
with range month by sponsoring a publi 
educational meeting. During local “Ow 
Your Own Home Week” of the rea 
estate and building industries, the leagu 
is credited with having stolen the sh 

by means of its mass advertising, lectur 
tours, radio plays and a home show cor 
ducted by a local paper. A_ skit per 
formed by University of Utah players 
told the story of adequate wiring to 4a 
packed auditorium. The league has als 
done excellent work in 
specinh 


at 


ms 


* * * 


The Southern Colorado Power Cor 
pany announces a January clearance sale 


with water heaters to be featured 
February. 
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publicizing its 
homes certified under the adequate wiring 
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sors of ¢ 


ecently jen La Veta, Colo. the power company 
ions, one gaglowed the usual plan of a’ Christmas 
lls. Repocmpliance sale, to be followed by a clean- 
e girls sale in January. 
s for e 2-6 
a ge fhe Sheridan County Electric Com- 
— 2 ry of Wyoming staged an Electric 
yliance Jubilee during December. 

, ~ * * 

- Bo, 4 “Big Christmas Contest” was an- 
Ctricg 


1 by the Public Service Company 
wado, with a Kelvinator refrigera- 
first prize. Contestants were re- 
red to come in to the company’s store 
tion of V a free recipe book and details of the 
ysunced, ywiggntest. This company ran an electrical 
f small elefmpristmas check list with its advertising 
to auton 1 convenience to shoppers. 


t moderniy, 


* 7 * 

nH. E. Saviers & Son of Reno, Nev. 
ve been advertising a shopping plan 
which the purchase could be made be- 
re Christmas and the old iron or per- 
lator brought in afterwards to obtain 
e trade-in allowance. They also offered 
lay-away plan for early shoppers who 


lay unit ;t a $1 deposit. 
istmas sale — ae N 
upply Conti the Albuquerque Gas & Electric Com- , N 


»f Albuquerque, N. M. gave wide 
blicity to the Lighting Contest spon- 


vashing n red by the Electrical League. This in- 
9 states nm ved the correct placing of lamps and e 
von by tagetures in three pictured rooms, plus a 
Great Fel -word essay on the subject of why & 


ery home should have up-to-date wir- 


tion on 
Company 
ential in ¢ 











has done 
yyee Mazi a 
No monthly payments until March”, 
' vertised May’s Music Co. of Albuquer- 
vner of tue, V. M. in connection with a Christ- 
rvice = Greta; special on G.E. refrigerators. 
rrock Radi 





- * * 


Let us do your next week’s laundry 
’ suggested K. O. Stout of Sacra- 


electric ap/mento, California, advertising Bendix 
oll as nemachines. The customer was asked to 
ance depar-/¥ing in her wash or to phone and the 
the D. |Mmpany would send out a car for it. 
na gives e might then do her shopping and re- 
selling fieli—rn to find the wash done for the week. 


another occasion, this company ad- 
rtised a range by offering a $5 reward 
old washelm anyone who came in and inspected 


1938. Their equipment and then bought else- 
1 applianc@here within 10 days time. 
A Coffe x * * 


ehouse sa 
vin laundr 
t four pur 
ron Frig 
payment t 
vere amon: 
month. 


Barkers Furniture Company of Fresno, 
lif. added a new “Electrical Necessity” 
partment on its main floor in time to 
h the Christmas trade in small appli- 


e 


* * oa 


“A free demonstration lesson with 
h combination washer and _ironer 
t Compa ight” announced the Eastern, of Fresno, 
y clearance’/'fornia, advertising during November. | 
vill inaugu ty also offered 30-day free trial and | 
iter heaterse.0 for your old washer”, the old ma- | 
ne to be given to charity. 





Your Chance to Sell Real Light Conditioning Faster, Easier, Profitably! 











* * + 
\ San Francisco jewelry store on _w TL: . ' PT 
1 . . . re Ww > Ww -veryone W rhe s means 70 sales! For 
tah carr irket St. recently stationed a clerk in | Here’s News . . . great news . . . to everyone who Think what this means to your bulb sal 
advertising—#e doorway with a connected electric | sells electric light bulbs! the price of bulbs alone, your customers can give 
e “Giv ir, offeri o shave free any man wh ‘ , cel ‘ 
Re red pote a a public "saeelien. ; their homes real light conditioning and all it 
© of com-Mlontgomery Ward of Fresno, Calif. sug- | Wabash—largest independent manufacturer of means in perfectly diffused, 100% usable light . . . 
oc ist-MMested th: shave them- lectrice li . : sos ams ' wiper "eS ; . 
ea ‘ae Gas ==. ng penn | electric light bulbs—has put light conditioning in really “conditioned” light that prevents eyestrain 
( v ves 1 : e d aste az ° | . ° . T ¢ - 
1 with na-MBarious free-trail offers, from 10 to 30 | the bulb itself—in the revolutionary Wabash . . . saves their eyes, their nerves. 
mn by fur-Mays in length, are typical of other ad- | Superlite! 
to dealers, Mertising of electric shaving devices. | 
1g a pub! - , . ee ’ Y . . 
cal nO eae” ale Here’s Light Conditioning that changes harsh, Don’t delay. Ask your jobber now for the full 
“er ci The San Joaquin Light and Power : : n : » ‘ : 
f the re ag A pe ; — : 2e te ‘ ; remarkable new bulb and the 
Bg Ts rp. of Fresno, Calif. presented small glary light into soft, restful light without need for details about this remarkable new bulb au 
. the shc o pads with list of suggested elec- diffusing bowls, luminaires or indirect lighting topnotch merchandising helps that back it. Or 
; il gifts printed on the inside cover . é . ‘ : ‘ , . : 9 . . 

ng, lectur a é 4 : ~ —— , alter: stall: -osts , > abas ance Corp... 219 Carroll St., 
drm on ull who came into their building to fixtures . . . without alteration or installation cost: write W abash Appliance Corp 19A Ca 

cit per-[pey bills or make purchases during the . . . without an extra cent of expense-in-use! Brooklyn, N. Y. 

player ccember shopping days and also dis- 
ietee te ited these through dealers. They 
=. Seen al rinted 10,000 and had to send out for 


icizine itsMeore- Another service which was ap- 
ate wirins reciated was the suggested Christmas THE NEW 


ner menu with recipes and methods 


f cooking mailed out to all electric 
nge users on the company’s lines. 
wer Cos x * * 


rance sa Spring Market Week will be held at 


ce tn ore 8" | THE MODERN LIGHT CONDITIONING BULB 
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Now Toastswell 
AUTOMATIC TOASTERS 


equipped with 


‘* Selective 
AUTOMATIC LIFT” 


The ONLY Automatic Toaster 
that has 


ALL THESE FEATURES 


Automatic Time Control ... to as- 
sure UNIFORM TOAST 


2 LOW HEAT FEATURE Keeps Toast 
Hot 





3 Makes delicious MELBA TOAST 


4 Available in 2 or 4 Slice Capacities 


SELECTIVE AUTOMATIC LIFT... 





Raises toast to desired height AUTO- 
MATICALLY! 






No. 791—2 SLICE AUTOMATIC $1 9-95 


Toastswell 


not only offers all the features 
found in other automatic toasters, 
but in addition, has the low heat 
feature that keeps toast hot and 





makes delicious melba toast... 


plus the SELECTIVE AUTOMATIC 


LIFT. 
4 SLICE AUTOMATIC 


SPECIAL $15.0 
INTRODUCTORY OFFER 





No. 795 





$4°° Trade-in Allowance | 


During the month of February, Toastswell will allow a $1.00 trade-in allowance | 
on any old toaster towards the purchase of a new 2 or 4 slice Toastswell | 
Automatic Toaster. 


Here’s your GREATEST OPPORTUNITY * Write Today 


to cash in on the big swing to Toastswell. Get ready for complete information * 
now and plan a special promotion on these outstanding these new toasters and the 


new Toastswell Automatic Toasters with Selective Auto- ‘*P °° ial introductory offer 
matic Lift which expires February 28th, 
, 1939. 


% These new Toastswell Automatic Toasters and 
other Toastswell appliances will be shown at the 





NATIONAL HOUSE FURNISHING EXHIBIT 
Room 757A .. Stevens Hotel . . Chicago . . January 8-14 . . 1939 


UTILITY ELECTRIC CO. 


620 TOWER GROVE AVENUE ST. LOUIS, MO. 
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CONSOLIDATED EDISON LAUNCHES 
SUNLAMP & BLANKET CAMPAIG 


NEW YORK — With the slogan | 


“Health for your customers—Wealth for 
you,” the Consolidated Edison Company 
of New York will launch a three-month 
campaign to promote General Electric 
sunlamps and a special activity designed 
to introduce the G-E electric blanket ex- 
tensively throughout the territory of the 
Edison system companies on January 1, 
it has been announced. The large scale 
promotion has been designed to produce 
a profitable volume of sales for co-oper- 
ating electrical dealers during the months 
of January, February, and March, which 
ordinarily represents a marked valley in 
the appliance sales curve for the year. 
Joint rg engage of the new venture 
was made by E. F. Jeffe, Consolidated 
Edison vice oes in charge of sales, 
and Earle Poorman, G-E district appli- 
ance sales manager in New York. 

The sunlamp campaign, calculated to 
result in the sale of approximately 7500 
units, has been modeled along the lines of 
the remarkably successful campaign on 
G-E vacuum cleaners, sponsored by the 
utility company, which will be completed 
at the end of the year. The combined 
promotional resources of both the Edison 
Company and General Electric will be 
placed behind both drives. Special fi- 
nancing plans for time payment selling 
have been arranged through the National 
City Bank. Fair trade agreements under 
the Feld-Crawford act have been negoti- 
ated to cover both types of appliances. 

The G-E model BM-4 sunlamp, with a 
standard list price of $44.95, has been 


DEATH TAKES JOHN H. 
KNAPP 


DETROIT—John Herbert Knapp, 
vice-president and assistant general man- 
ager of Norge Division, Borg-Warner 
Corporation, died suddenly at his home, 
17598 Parkside Avenue, Detroit, Mich- 
igan, Dec. 1. He had been in ill health 
for several months prior to his death. 

In the passing of Mr. Knapp, the home 
appliance industry loses one of its most 
brilliant figures. During the past ten 
years, within which time Norge Home 
Appliances have become widely known 
throughout the world, Mr. Knapp played 
a key part in the growth and development 
of the Norge organization. He first 
served the company as purchasing agent, 
until 1931 when he was placed in charge 
of the sale of Norge refrigerators and 
made vice-president and general sales 
manager of the company. His winning 
personality and remarkable ability to 
dramatically present products and sales 
plans to dealer and salesmen audiences 
quickly won him fame throughout the in- 
dustry. 





R. E. Polk 


Robert E. Polk has been appointed 
Eastern Sales Manager of General Gas 
Light Company with headquarters at 23 
Warren Street, New York City, effective 
January 1. For a number of years Mr. 
Polk, as general manager of Equitable 
Sales Company and utilization sales man- 
ager Equitable Gas and Duquesne Light 
Co.’s, of pee 5 Pa., has been in 
charge of all appliance merchandising and 
gas heating sales for those companies. 


William K. Opdyke & Staff 


Elliott W. Robbins, formerly New 
England publicity chief for N. W. Ayer 
& Son, Inc. and orie-time New England 
publicity director for the National Indus- 
trial Recovery Administration, has joined 
William K. Opdyke & Staff, industrial 


editorial relations, Boston, in charge of | 


publicity. 





GEORGE WILKENS 






selected as the special item for the 
paign, and will be offered at & 
This lamp, for operation on alt 
current only, employs the S-1 
bulb. A General Electric timer, io; 
with the lamp, which regularly 
for $6.25, will be offered during 
campaign for $3.69. 

The sunlamp, under the time | 
plan, will be sold for a down payn 
$3.45, plus 56 cents sales tax, ar 
monthly payments of $4.50. The 
may also be financed. If dealers s 
they may handle the transaction 
cordance with the standard deal 
ferred payment terms. 

The G-E electric blanket, whi 
form the pivotal item in the other sp 
three-month joint activity, will be ma 
factured specifically for the drive 
will be offered at $39.95. The reg 
price range on electric blankets is ; 
$44.95 to $69.95. This includes the st 
ard control cabinet with transformer 
thermostatic devices which allow 
yperate at low voltage for safety ; 
poses and make the operation comp! 
automatic. Once adjusted, the bla 
will maintain the desired tempera 
despite changes in room temperat 
This device, developed after many } 
of research in the General Elect 
laboratory in Schenectady, has onl 
cently been introduced to consumers 
limited scale, and the scheduled act 


oa 





. 





will be the first broad promotional mage 






to be placed behind it. 


GEORGE WILKENS 





TO RUN EUREKA 
RANGE DIVIS! 


DETROIT, MICH.— Announcen 
was made recently by Fred Ward 
president of the Eureka Vacuum Clea‘ 
Company, of the appointment of Ge: 
H. Wilkens as manager of the ne 
created electric range division of 
company. Mr. Wilkens in his capa 
of manager of this division will m 
his headquarters at the general office ; 
factory in Detroit, Michigan. He con 
to Eureka with a long and _ interest 
experience in the home appliance f 
both in this country and internationa 

Mr. Wilkens explained that the 
product, the Eureka Portable Elect 
Range, should find a wide market parti 
larly through utilities and it is this fi 
of merchandising that Wilkens is part 
ularly familiar with. 


Whiting Stoker 


George L. Godfrey of Elkhart, India 
has _ just been appointed manager 
Whiting Stoker sales in the north a 


western section of the country, in accor 


ance with an announcement just releas 
by Mr. H. G. Erstrom, sales manag 


of the stoker division, Whiting Corpor 


tion, Harvey, II. 
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PROCTOR Toasters 
Electric Co., 7th St. and Tabor 

Road, Philadelphia, Pa. 
Double Automatic; Single Au- 
natic and Turn-O-Matic. 
) Features: Double Automatic 
asts two slices both sides at one 
ne; bell chimes when toast is done; 
vather-touch control; 1100 watts, a.c. 





slices, 


two 
automatically ; 


ngle Automatic toasts 
ne side at a time, 
bell chime signal; 500 watts, a.c. only. 
urn-O-Matic, doors operate together, 
quiring only one hand to turn toast; 
) watts, a.c. or d.c. 
es: Double Automatic $9.95; Single 
Automatic, $3.25, Turn-O- Matic, 
295.—Electrical Merchandising, Jan- 
jary, 1939. 





MILLER Health Lamps 

The Miller Co., Meriden, Conn. 

ls: 3 Sunlite models: No. 31 De- 
xe, No. 25; Standard, No. 21 Spe- 
al; 2 Infra-Red: No. 2 floor and 
\o. 3A table model. 

lng Features: No. 31 De Luxe— 
equipped with automatic time switch 
for regulating time of exposure built 
nto base; delivers adequate ultra- 
violet in 10 min. when used at recom- 
mended distance of 30 inches; ad- 
justable arm and reflector; uses Type 
S-1 Mazda; height 59 inches; re- 
flector diam., 14 in.; operates on a.c.; 
transformer has voltage range of 103 
to 113 or 113 to 123 volts; black 
crackle finish with chrome trim. 
No. 21 Special, delivers adequate 
ultra- violet in 10 min. at 30 in. from 
light source; arm and reflector ad- 
justable with wide range of adjust- 
ment from high to low point; 59 in. 
igh; 14 in. reflector; pray pone 
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finish; uses type S-1 Mazda bulb. 
No. 25 Standard, designed to give 
ultra-violet at slow rate—a 63 min. 
lamp at 30 in. distance; uses type 
S-2 Mazda adjustable arm and re- 
flector; 59 in high, 104 in. reflector; 
bronze finish. Infra-Red Penetrator 
(heat ray) lamps use either a 260 
watt carbon filament lamp bulb or a 
250 watt Mazda CX bulb; arm and 
reflector of floor and table models 
easily adjusted; polished aluminum 
inner reflector; crackled blackfinish 
with nickel trim; floor model 544 in. 
high; table model 154 in. high. 
Prices: No. 31 ~ Luxe, $49.95 with 
Type S-1 bulb; No. 21 Special, $39.95 
with S-1 bulb ; No. 25 Standard, 
$24.95 with S-2 bulb; Infra-Red Floor 


model with Mazda CX bulb, $9.95; 
with carbon filament bulb, $8.95; 
Table model with CX bulb $6.45; 
with carbon filament bulb, $4.95.— 
Electrical Merchandising, January, 
1939. 
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HANDYHOT Iron 


Mfg. Co., 6333 W. 
65th St., Chicago, Ill. 

Device: Handy Pack folding iron. 

Selling Features: Weighs approximately 
2 Ibs; folding handle is rigid when 
set up for ironing, folding flat and 
forward over front tip of iron acting 
as guard when not in use; plug con- 
nection on side near back eliminating 
cord interference; beveled edge sole- 
plate; 110-220 volt, 400 watt non- 
smoking mica type element; tip-up 
back rest; polished nickel with black 
trim and handle—Electrical Mer- 
chandising, January, 1939. 


Chicago Electric 





VOSS 2-in-1 Table Washer 


Voss Bros. Mfg. Co., 
Device: Clothes washer 
standard kitchen table. 
Selling Features: Saves space, serves 
as breakfast table or work table when 
not in use as washer; wringer folds 


Davenport, lowa 
contained in 


into rinse tub for storage; easy to 
handle and keep clean. 
White corrugated porcelain washer 


tub, 6 sheet capacity with choice of 
Floating Agitator or the Flex-O- 
Klean (bottom) agitator; sealed driv- 
ing mechanism—ball thrust bearings 
—runs in constant bath of oil; rubber 


1939 





mounted, standard motor. Safety bar 
release wringer with 2¢ in. balloon 
rolls; special wringer support for 
easily folding into rinse tub for stor- 
age; conveniently located operating 
controls. Also equipped with galvan- 
ized iron rinse tub. Both tubs can be 
drained easily through faucet or by 
using siphon; high speed rotary wa- 
ter pump to empty both tubs available 
at slight additional cost. All white 
except chrome legs; stainless porce- 
lain table top can be hung on side of 
table when not in use. 


Price: “Will sell for less than $100.” 
—Electrical Merchandising, January, 
1939. 





FARBERWARE Broilers 


’. Farber, Inc., 141 S. Fifth St., 
Brooklyn, N. Y. 
Model: No. 400 Round; No. 
Selling Features: Made of nickel and 
chromium plated brass; 1-piece re- 
movable unit with high and low heat; 
cover specially rounded to broil all 

ome of steak, etc., evenly. 
No 400 Round model consists of bot- 


S. W 


410 Oval. 


tom tray; top hotplate cover, wire 
grill, diam 9-3 in.; Pyrex insert; 
black ebonized handles and feet; high 


heat 800 watts, low heat 200 watts. 
No 410 Oval consists of bottom tray, 
top hot plate cover, grill, 13-8 in. 
long, 94 in. wide; solid walnut han- 
dies and feet; high heat 1000 watts, 
low heat 200 watts.—Electrical Mer- 
chandising, January, 1939. 


v 





HOTPOINT Water Heater 


Edison General Electric Appliance Co., 

Inc., 5600 W. Taylor St., Chicago, IIl. 

Model: Rectangular 2-gal, non-pressure, 
automatic water heater which can be 
mounted over sink or wash stand. 


Selling Features: Suitable for small 
homes, summer cottages, tourist 
camps, beauty shops, etc; brackets 
welded at top and bottom make it 


easy to mount; no special connections 
needed; 6 ft. rubber-covered cord at 
back of heater puts into ordinary 115 
volt wall outlet; heating is accom- 
plished by 1150-watt Calrod unit im- 
mersed in water; thermostat at rear 
may be adjusted to maintain safe, 
even temperature; white Calgloss 
finish with black trim top and bottom. 

Electrical Merchandising, January, 
1939. 
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EASY Washer 


Easy Washing Machine Corp., 
Syracuse, N. Y. 

Model: 2S9. 
Selling Features: Equipped with Easy 
Spiralator washing action and new 
wringer with balloon rolls, self-re- 
versing; super safety roll stop, en- 
closed drain board; white porcelain 
enamel tub; base, legs white baked 
enamel on Bonderite.—Electrical Mer- 
chandising, January, 1939. 


v 





ROTO-BEAM Air Circulator 


Motor Service & Mfg. Co., 3300 Indi- 
ana Ave., Chicago, Ill. 
Models: Roto-Beam air circulators No. 

509 to 513. 

Selling Features: “Double Action” 
method of circulating air by suction 
and pressure—projects into the room 
five helical moving air beams over- 
head, drawing into their movement 
all the surrounding air in the room; 
specially designed capacitor type mo- 
tors; oil cups front and rear, motor 
enclosed in special chromium plated 
housing in “U” bracket; head assem- 
bly may be rotated around its hori- 
zontal axis; adjustable telescoping 
pedestal, height 5 to 9 ft.; 3-speed 
switch mounted in base; oil condenser 
and transformer mounted inside base; 
available in 18, 20, 24, 30 and 36 in. 
sizes.—Electrical Merchandising, Jan- 
uary, 1939 
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G-E Washer 
Elect Ci {ppliance and 
se D By port, Cé¢ } 
é AWS-5P 
ipa Aluminum a Activator 
12 g nsis 3 blades 

itours of w begin just 

water e; bottle ck tub, 22 

an 15 in. deep annel-bot 

if fast and nplete drain 

; ushioned-power” 

notor witl Lovell Bar 

Release vith satin aluminum 
sh “page elf and reversible the exterior door panel of all Su- 
FRROORIG, & MW. TONS, Permadrive preme models; Ejectrice—mechanical 
hanism—4 moving parts, iri¢ cube ejector tray has been added to 
tion-drive, impeller-type pump flex practically all models. Superior line 
rubber hose with curved nozzle; consists of a 3 cu. ft. apartment house 
white porcelain tub; white baked size, 4, 5, 6 and 7 cu. ft. models; re- 
— tains all essential features of “Freez’r 

Other in Ger Electric’s 





Shelf” throughout except swing shelf 
and tilt bin. 


I I l ne ral 
laundry line include: AW-901 square 
spinner “Grenadier, low priced line consists of 


AW-802, round spinner and 




















2 T dels AW-512 with full three 6 cu. ft. models—one equipped 
ngth | skirt AW 412 AW “S12, with Freez’r Shelf, the other two 
\W l and AW -112.—Electrical with conventional 3-compartment 

( uidising, Janua 1939 evaporators. 
— Price: Grenadier line, $99.95 in east and 


middle west; $104.95 in southeast and 
southwest and $109.95 in far west.— 
Electrical Merchandising, January, 
1939. 





GIBSON Refrigerators 





























Electric Refrigerator Corp., 
Greenville, Mich PREMIER Cleaners 
Vodels 12 models—4 “Supreme” or Premier Div. Electric Vacuum Cleaner 
top line models; 5 Superior, or mid Co. Inc., 1734 Ivanhoe Road, 
ind 3 Grenadier or low Cleveland, O. 
models Model: PR-30 
; tures: Supreme line nsists Yelling Features: Air-cooled ball bear- 
i 5, 6 and 7 cu. ft. model finished ing motor never requires oiling; 
Hylux exterior and a 6 cu. ft Premier Vibra-Sweep double action 
all-porcelain ; equipped with ball bearing brush whisks deep down 
Sw elf, tilt bin, 4-position pick dirt into specially designed Poro-Nap 
it tra sliding vegetable freshener dust bag with patented dirt trap; con- 
| basket iid control has been re venient searchlight 
side of food compart Price: Regular price $49.50; offered in 


ombination with Premier Vac-Kit 
model PR-70 complete for $59.50 and 
old cleaner; other models available in 
this new Vac-Kit combination offer 
are PR-2—Duplex, Premier model 9 
Duplex and Premier model 155.— 
Electrical Merchandising, January, 
1939, 


















ment to front panel of Freez’r Shelf; 
automatic inside light has been placed 
at rear of food compartment; new 
side panel dies on exterior produce 
deep flutings at bottom; new hori 
zontal-barrel type chromed hardware 
of the “snap seal” type; bright metal 
blue enamel food zone indicator on 
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BARTON Washer 


The Barton Corp., West Bend, Wis. 
Model: C8S Controla-Speed washer. 
Selling Features: New 3-speed control 


for washing and wringing—slow for 
hosiery, lingerie, etc., medium or slow 
for soft wool blankets, rayons, etc., 
and fast for linens, cottons; wringer 
speeds are advantageous with heavier 
and larger pieces giving time to 
straighten out and prevent bunching ; 
changes from 1 speed to another is 
accomplished by finger-touch control 


lever on washer skirt; 22 in. water 





breaker tub, 7 sheet capacity; 2 h.p. 
Westinghouse motor; new Lovell 
wringer with improved feather-touch 
safety release and chromium plated 
safety feed board; white porcelain 
enamel tub. Barton’s 1939 line con 
sists of 4 Controla-Speed models and 
4 lower priced models without this 
speed selective feature. 


Price: C8S illustrated, $89.95; other 


prices range from $39.95 to $84.95.— 
Electrical Merchandising, January, 
1939. 





APEX lroners 


Apex Rotarex Corp., Cleveland, O. 


Models: 512-C, 513-C and 511-C white 


cabinet ironers. 


Selling Features: “All Garment” shoe 


open at both ends for easy ironing of 
ruffles, pleats, curtains and steaming 
velvets; left end has 25% more heat 
with extra large beveled feeding sur- 
face; patented “Floating Roll” moves 
up to meet shoe; Models 512-C and 
513-C have heat controls; Magic 
Heat control on 513-C is completely 
automatic; 512-C is manually ad- 
justed; cabinet improvements include 
attractive design with 2 folding end 
shelves on de luxe model; more effi- 
cient motor housing for more ironing 
clearance; can be used as a utility 
table; other features are: adjustable 
knee control, enclosed motor and 
mechanism requiring no oiling or 
greasing. 


Price: 513-C, $99.95; 512-C, $89.95; 


511-C, $69.95.—Electrical Merchan- 
dising, January, 1939. 
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SCHICK Dry Shaver 


Schick Dry Shaver, Inc., Stamfor 
Conn. 


Model: New “Colonel” Schick shave 
Selling Features: Schick cutter eng 


neered for quick close shaves; 
warping bridge; oil-less bearing 
forced draft ventilation; double pov 
motor; improved coil; motor lock 
in four places to prevent shifting a 
loss of registration; bridged, ribl 
case to prevent warping and poss 
disturbance of registration; fleck 
burgundy case. 

Price: $15.—De Luxe “Colonel” in ivor 
Bakelite, $16.50.—Electrical Merch 
dising, January, 1939. 





SAMSON Coffeemaker 
Samson-United Corp., Rochester, N. | 
Device: Hand-cut crystal Coffeemaker 
Selling Features: New Samson gla: 

filter rod; 6 and 8 cup capacit 
Bakelite handles on chromium electr 
stove; easy-grip Bakelite handle 

lower bowl; glass cover on uppef 
bowl; tray, sugar and creamer ava 
able at slightly higher cost.—El 
trical Merchandising, January, 1939 


v 





DOMINION Table Range 


Dominion Electrical Mfg. Co., Man: 

eld, Ohio 

Model: No. 333. 

Selling Features: Broils, fries, bakesf 
griddles and warms; 2-heat contr< 
gives high and low heat; cast alumi- 
num griddle 154x10-% in.; chromium 
finish with walnut handles and feet 
heat-proof insulated pad to protec 
table-—Electrical Merchandising, Jan- 

uary, 1939. 
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IMPROVED DESIGN 
PROVIDES 20% 
EXTRA SPACE 


New, Streamlined 6 cu. ft. 
Gale requires no more 
kitchen space than con- 
ventional 5 cu. ft. model! 


UTBOARD, Marine & Manufacturing Company— 
builders of Johnson Sea-Horses, Evinrude and Elto 
Outboard Motors, Iron Horse Generators, announce a sep- 
arate division for Gale Electric Refrigerators (formerly 
Briggs) and Gale Space Coolers (formerly Johnson). 
Increased plant facilities and personnel, necessary to meet 
the growing demand for these quality appliances, have 
been moar at Galesburg. 

The development of this Division is another step in the 





| FEATURIN 


GALE PRODUCTS presents an entirely new line for 39. New beauty through- 
“streamlined” design for extra capacity! And featuring the new 
Sealed Evaporator! This remarkable development (exclusive with Gale) seals 
the ice compartment from food odors, makes for utmost sanitation, prevents 
sticking of trays, induces freer circulation with proper food temperature, while 
preserving lower temperature within the freezing compartment. This lower 
temperature is so effectively maintained that ice does not melt away when coils 
are defrosted! . . Porcelain enamel housing, with glass door and chromium trim 
have great eye appeal, while actual demonstration has powerful sales appeal! 


out! New 





(SALE propducts “ 


parent Company’s ~~ range program to make GALE 
PRODUCTS a great Dense in refrigeration. 


UNUSUAL DEALER OPPORTUNITY 


Seven years successful operation in refrigeration have 
neg the soundness of the Company’s policy of building 

igh grade products and marketing them through chan- 
nels that permit moderate resale prices, with big volume 
for dealers. Write for full details. Dealer territories open. 


A GREAT NEW 
DEVELOPMENT 


GALE PRODUCTS, 100 MONMOUTH BLVD., GALESBURG, ILLINOIS 
A AS — TL Re ANS Ae MSS 
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Moc ce cere > THE PRODUCT PARAD 


is used as door liner or door pan, a 
fording greater protection to food com, 
partment. 

All but 1 model includes “Eject-0. 
Cube” ice trays; all are finished in eithe 
Du-Lux or white porcelain; 4 mod 
from H-3-39 to H-6-39 equipped 
moonstone white chilling tray, 2 
cube trays, multi-service tray, 8-pt. ten 









ad “ 
= 


A perature regulator. 6 models from A-3- ME 
to E-8-39 Feature True-Temp cold co: lo 
trol, Humidrawer; automatic interiogm Mee¢* 


lighting, built-in-door thermometer, slid 
ing adjust-o-shelf, Meat Keeper anifim,|: M-5 
refrigerated shelf. S-6-39 finished 


















“Du Lux” has 6.2 cu. ft. capacit; vd = 

equipped with 2 small ice trays, sma eral tyP 

WESTINGHOUSE Refrigerators multi-service tray and refrigerated shelj Her : for 

controlled by 8-pt. temperature regu fh... '5 

Westinghouse Electric & Mfg. Co., lator. F ~ last 

Mansfield, O. _Largest_ model—19.2 cu. ft—has iM inoer « 

‘ Eject-O-Cube trays, 2  multi-built-ir 2 sp 

Models: 14 new models comprise 1939 line porcelain crisp service trays, 2 refrig-MN” oo 

with capacities from 3.33 cu. ft., capable erated shelves ; 2 Meat Keepers, built-i: saan 
of freezing 44 ice cubes to a 19.2 2 cu. ft. utility keepers, satin finished froster “ 

model with a capacity of 148 cubes. basket, and two 8-point temperature reg- ued Fre 

Selling Features: “True-Temp” tempera- ulators.—Electrical Merchandising, Jan. wil re 

ture control maintains constant tempera- uary, 1939, sine 


ture after it has been set at any point 

between 34 and 50 degs. F., in food v 
| cabinet—placed outside troster or evap- 
orator, starts or stops compressor motor 
| as methyl chloride gas in a 5-in. metal 
tube automatically expands and con- 
tracts with heat and cold; also capable 

of producing extra-fast freezing at as 
low a temperature as 20 degs. below 
zero in evaporator; “Built-in-Watch- 
| 
| 
| 
| 





man,” bi-metal Spencer Disc insures 
complete and automatic protection 
against overload on compressor motor; 
split-phase, reciprocating, single-cylinder 


“Economizer” compressor; induction 
type 4 h.p. motor; squirrel-cage type EUREKA Range 





TOAST-O-LATOR IS THE FIRST ITEM IN A LINE OF NEW AND 


BRIC 





BETTER ELECTRICAL APPLIANCES... CROCKER-WHEELER rotor; Freon rifrigerant. Eureka Rance Div. Eureka Vecuun 

_ Other features in the new 1939 models Cleaner Co., Detroit, Mich Bri 

APPLIANCES WILL PERFORM OLD TASKS IN A NEW AND | include a Sanalloy evaporator ; porcelain : — sia ——— : 
ae | interiors provide 10% greater shelf Device: Complete portable range broils 

BETTER WAY... PRICED FOR POPULAR SALES...JOBBERS AND bakes, boils, fries, toasts, stews, steams, Bice: 

——— grills. attery 







DEALERS: SEE US AT THE STEVENS. OR— WRITE FOR FULL 
AGENCY DETAILS IMMEDIATELY... CROCKER-WHEELER REPRE- 
SENTATIVES WILL BE EQUIPPED TO MAKE MONEY IN 1939. 
CROCKER-WHEELER ELECTRIC MFG. CO., AMPERE, NEW JERSEY 


Selling Features: Plugs into any outlet, Ming F 
no special wiring required; patented M2-volt; 
surface units fold into side of oven; frd 12 
patented current limiting switches; au- imple ¢ 
tomatic control wattage input; vitreous Mjrm hi 
porcelain enamel oven; baked enamel! Mtc.; a 
exterior; contrasting colors of white §atterie 
and black with chrome trim; automatic §jtc.; at 
















TOAST-O-LATOR is distributed by 





































oven temperature control with reliable Bieries | 
NATIONALLY NEW ENGLAND . gas-filled thermostat; reciprocating ro- BRquippe 
Graybar Electric Co. George H. Wahn Co., Boston any switches; bull’s eye indicator; 18) Jpandle- 
NEW YORK Ballou-Johnson & Nichols Co., . high; total width with side burners Built, 
General Electric Supply Corp., 1 x» Providence panch 28i in.; closed 13 in. wide.—Elec- Hall be 
Royal Eastern Electric Supply Co., N.Y.C. PENNSYLVANIA trical Merchandising, January, 1939. ty br 
Crannell, Nugent & Kranzer, Inc., N.Y.¢ Franklin Electric Co., Philadelphia | ith 3 
NEW JERSEY Phillip Cass Co., Philadelphia v wey 
General Electric Supply Corp. MARYLAND | space ; enlarged Westinghouse Meat met 
Beller Electric Co., Newark Baltimore Gas Light Co. | Keeper holds 15 lbs, and maintains a tart 
and other leading distributors temperature of 4 degs. lower than rest tanda 






of storage space; one froster shelf is 
removable, providing extra freezing 


s ~e fe f - 1 serts ; shi ~e- 
TEN OUTSTANDING SALES FEATURES Sin tamlinaper—o mowhte some 


compartment in bottom of refrigerator 





BP 4 
ricall; 
otor 
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- . . - ill asia . a Dean IS s ao the an ; btanda 
1 Theonlyhometoasterthat keepsthe . é the bread. Toast-O-Lator does the rest. for vegetables has transparent glass ented 
moving while they are being toastec 7 No dials, no regulating mechanisms cover independently «spended so that oon 
2 Toasts all kinds and sizes of bread. to bother about. Simply start the slice drawer and cover may be *moved sep- rasoli 
3 No grid marks or burnt spots on toast. farther out or farther in, depending arately ; Gothic arc! edral” styling all 
on how you want your toast done. for exterior is achxy.u in door of 





creer 
Merci 


4 Timing is controlled by a silent, accurate 


electric motor. No clocks or timing de- 8 Uses 700 Watts—saves current. (A.C. slightly convex design; white Micarta 


















vices to regulate or get out of order. only). aa =) 
S$ Exclusive Wind-O-Spy enables you 9 No burnt toast with Toast-O-Lator, be- 

to watch the toast while it is in the cause slices are ejected when toasting 

Foast-O- Latos is complete. It requires no watching. 


HOME COMFORT Conditioner 


6 Noknobs,controls orslides—nospringsor 10 All mechanisms and heating elements 



























thermostats to get out of order. You insert tested and approved for long service. Home Comfort Co., Harvey, IIl. 
Device: Portable room conditioner. 
For half a century, electrical prod- most baffling problems. Crocker- Selling Features: Filters, circulates ap- 


proximately 300 c.f.m.; humidifies ap- 
proximately 1 to 2 qts. water per hr.; 
contains no heating unit—small pump 
and fan only moving parts; 114 in 
diam.; 13 in. high, weighs 84 Ibs. 

Price: $29.50.—Electrical Merchandising, 
January, 1939. 


Wheeler serves the leaders in world 
industry . . . These same ideals and 
standards are now extended to the 
making of outstanding electrical 
appliances for the home. 


ucts of highest quality have been 
periec ted through Crocker -W heeler 
standards of engineering and manu- 
facturing. Crocker-Wheeler researc h 
has solved many of electricity’s 
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MEADOWS Washers 


Meadows Corp., 1945 S. 54th St., 
Chicago, Ill. 





el: M-57. 

ial Features: 9 \b. capacity; all-white 
are tub; individually designed in- 
ral type wringer; curved vane im- 
ller; forced lubrication system in gear 
se; 5 other models each improved 
er last year in capacity or style of 
ringer equipment or both complete 
he. 2 special models—a round tub and 
square tub will also be available at 
tractive prices as promotional num- 





es: From $49.95 to $89.95.—Electrical 
erchandising, January, 1939. 





L 


BRIGGS & STRATTON 
Lighting Plant 


S Briggs & Stratton Corp. 
: Milwaukee, Wis. 

Power-Charger Model 300 

attery charger lighting plant. 
ing Features: 300-watt capacity, 
-volt; operating through a stand- 
rd 12-volt storage battery has 
mple capacity for lighting average 
arm home, cottage, roadside stand, 
t.; also charges 6-volt storage 
atteries used in automobiles, boats, 
; and 6 and 2-volt storage bat- 
ries used in radio battery sets; 
quipped with convenient carrying 
bhandle—weighs 69 Ibs.; specially 
uilt, high-efficiency generator; full 
ball bearing armature; large capac- 
ity brushes; fan-cooled; equipped 
With ammeter; automatic cut-out 
revents battery from discharging 
Mvhen hooked to idle unit; multiple 
mtrol switch has 4 positions— 
tart, neutral, high and low; a 
Standard Briggs & Stratton model 
MBP 4-cycle, air cooled motor, elec- 
Mrically cranked by _ generator; 
notor speed automatically controlled 
y adjustable pneumatic governor ; 
mBtandard equipment includes pat- 
tnted high tenison built-in flywheel 
nagneto, oil bath type air cleaner, 
masoline filter. float feed carburetor, 
Mall bearing drive shaft and 
mcreened blower housing.—Flectrical 

EMerchandising, January, 1939. 


v 


BURGESS 
Lighted Police Club 


Burgess Battery Co., Freeport, Iil. 


nce: Lighted police billy for watch- 
emen or policemen; leaves one free 
Shand; simple pressure switch turns 
light on; flashlight lamp, lens and 2 
Burgess No. 1 flashlight batteries are 
well-cushioned within club to with- 
B stand shock and rough handling.— 
f nee Merchandising, January, 
939, 
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TIGHT-SEAL COVER? 
SURE, IT’S IMPORTANT—BUT REMEMBER 


EVERYTHING DEPENDS 


on the 

































On newer model washing machines, the tight-seal cover ends - 
slopping-over of soapy water and keeps the laundry or base- 
ment a cleaner, more pleasant place in which to work. This 
is a feature to use in your selling—but remember, it is the 
motor that supplies the power, and if that power is unde- 
pendable, all other sales features mean little. If the wash- 
ing machines you sell are powered by smooth-running, 
self-oiling Sunlight motors, you can assure your customers of 
long, trouble-free performance. Sunlight motors have demon- 
strated their dependability on millions of appliances... 
have helped make sales and satisfied customers. Sunlight 
Electrical Division, General Motors Corporation, Warren, Ohio. 


SUNLIGHT MOTORS 












See HYGIENIC-FILTEX at the National Home Furnishing Show 
Space No. 7, Stevens Hotel, Chicago, January 8th to 14th. 




















| 
| 
| 





HY GIENIC-FILTEX 


gets its Power from a trouble-free 


BLACK & DECKER 
MOTOR 


| RADITIONAL Quality —in manufacture and in performance 

has been a guiding factor in the growth of The Filtex Corpora- 
tion, makers of the popular and efficient HYGIENIC-FILTEX 
Vacuum Cleaner and Air Purifier. 





















In this modern, streamlined, easily-operated unit, inherent sound- 
ness is apparent at a glance. And unusual versatility, too, for 
waxing and polishing floors, aerating, demothing, insecticide and 
lacquer spraying, rug shampooing and a complete vacuum clean- 
ing service are but a few of the many diversified uses to which 
this remarkable multi-use housecleaning device can be put. 




































In a domestic appliance of such wide application, dependable 
operating efficiency is essential. And so to assure themselves, as 
well as users, of quiet, trouble-free power, HYGIENIC-FILTEX 
engineers selected a Black & Decker Motor. That specification, 
together with sound unit construction, contributes greatly to the 
company’s slogan: “EVERY USER A BOOSTER.” 


The Black & Decker Electric Company is America’s most expe- 
rienced specialist in the design and manufacture of complete 
motors or series parts for vacuum cleaners and many other 
universal-motored appliances. The cooperation of our engineers 
is at the disposal of manufacturers who may be interested in ap- 
plying universal motors to the improvement of their products. 








BLACK & DECKER 










THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 








of Universal Motors 
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Models: 3 


Selling 


Devic e. 


I Jevice . 


Selling Features: 





APEX Cleaners 
Apex Rotarex Corp., Cleveland, O. 


new floor 


hand cleaners. 


cleaners and 2 


Features: Forward rotating 
brush; Pres-Toe nozzle adjuster; 
Apex trouble-free motor; new mar- 
proof, dust-resisting baked enamel 
finish; toggle switch on handle; head 
light to illuminate dark corners; 
richly colored dust bag.—Electrical 
Merchandising, January, 1939. 








a . } 
SAMSON Room Heater 


Samson-United Corp., Rochester, N. Y. 


Portable Open Hearth room 


heater. 


Selling Features: Weighs only 73 Ibs.; 


concealed handle slides into back of 
heater; Oxford gray finish; chro- 
mium reflector and trim; column- 
type ebony feet; 204 in. high, 14 in. 
wide, 7% in. deep; 1320 watts; 120 
volts, ac. or dc.; available in 2 
models—with automatic type switch 
and without.—Electrical Merchandis- 
ing, January, 1939. 


v 






























DUALECTRIC Range 


Renown Stove Co., 1000 West Ex- 
change St., Owosso, Mich. 


Combination electric and coal, 
wood or kerosene range. 

For electric cooking 
equipped with 3 Chromalox surface 
units, 2000, 1200 and 100 watts; 
Thriftwell cooker, 1200-140 watts; 
high speed oven unit 2800 watts auto- 
matically controlled bakes and broils. 
For coal or wood cooking, equipped 


with all-fuel fire box, straight 
interchangeable linings and 
grate. 

For oil cooking, equipped wit 
flame burners; oil tank capa 
gal.; maximum oil consumpt 
hr, 1 qt. 

Dual oven can be used for ya 
types of cooking; room heater 
utility cabinet; white finish; 34 
cooking top; oven 19xl6xl4 
cooking top 42x26 in. overall 
trical Merchandising, January, | 


v 





VIKING Oil Burning 


Air Conditioners 


The Viking Mfg. Co., 600 S. Higl 
Akron, Ohio 


Models; 70-50 and 70-75 package 
winter air conditioners for 
homes, remodelled old homes, stor 

Selling Features: Occupies only 3 
in. floor space; automatic 2-spee 
circulator and heat control; 
models available for different apy 
tions ranging in b.t.u. output 
50,000 to 90,000. Improved Br 
pot-type burner with controlled 
and low fire; float and pan : 
humidifier; air filter; silent elect 
ally operated oil control valve tu 
down high fire in case of cur 
failure; high and low limit switct 
blower; low voltage thermos 
small pump built into control for 
ing oil from basement is availa 
dark brown heat resisting ena 
finish, — Electrical Merchandis 
January, 1939. 


v 
ROLLAWAY Reducing Roller 


Rollaway, 507 Fifth Ave., 
New York City 

Device: Electric-heated reducing ro 

Selling Features: Scientifically combi 
correct amount of massage 
warmth the manufacturer claim 
series of specially designed rub! 
tired discs revolve independently 
an electrically heated axle; d 
gently knead and massage fatty file: 
white rubber parts, light blue Ba 
lite handles. 

Price: $16.50.—Electrical 
ing, January, 1939. 
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high-bake white Dulux finish; 
um plated wringer parts; Haag 
Multiflash agitator produces fast, non- 
angling cleansing action; direct drive 
unism; bronze bearings; oilless 
r; clutchless wringer head; 
Victorite Haag-made wringer 
vith self-equalizing pressure through 
idmium plated coil springs; touch- 
ur safety release; automatic drain- 
hoard; full balloon rolls with bronze 
lless wringer-roll bearings ; equipped 
with Haag patented mechanical hand 
safety feeder; drain pump available at 
ght additional cost; Model 83 is 
available in gasoline engine and 
pulley type; Entire line consists of 
single tub washers and one big 
tub model.—Electrical Merchan 
ng, January, 1939. 
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WALSER Minuteminder 
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gned rub! 


yperated MinuteMinder 
elling Features: Provides accurate 
time at a glance and serves as re- 
minder at pre-set intervals up to 1 hr. 
and 55 min.; signal bell rings at ter- 
mination of interyal until it is shut 
ff; smartly designed case of black 
and white Bakelite. 
rice: Black Bakelite with white stripes, 
$6.50; White with black stripes, $7.— 
Electrical Merchandising, January, 
1939, 

v 








G-E Ranges 
eneral Electric Co., Specialty Appliance 


ales Div., Nela Park, Cleveland, O. 
dels: Imperial “60,” Mercury, Chan- 
ellor, Speedster, Valiant, Vanguard, 
Meteor, Yardley, Comet, Aurora. 
ling Features: Chancellor, Speedster, 
Mercury flush to floor models equipped 
vith Select-A Heat Calrod units with 
cooking speeds from super-speed to 
immer; Tel-A-Cook lights in color tell 
vhich unit is on and what heat is being 
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used; illuminated nameplate lights when | 
warmer is on; Nu-flex, Tripl-Oven— | 
3 ovens in 1; speed oven for speed | 
economy, master oven for large bakings 
and roastings; flexible super broiler for 
fast broiling. All models equipped with 
l-piece stain resistant white porcelain 
enamel Unitops. 

Chancellor equipped with broiler me- 
ter; 2 storage drawers; 1 warming 
drawer with thermostat controlled Cal- 
rod; Electrikettle; Grid-L-Broiler ; 
Minute Chime and Aladdin timer and 
lamp assembly; 39x25 in. floor space. 

Mercury same as Chancellor without 
Electrikettle, Grid-L-Broiler, Minute 
Chime and Timer and lamp assembly. 

Speedster, same as Mercury except 
has only 1 large storage drawer which 
can be converted into warmer. 




















Valiant equipped with high visibility 
switch panel instead of Tel-A-Cook 
switches; oven equipped with 2 open 
oven coils; 3 storage drawers. 

Vanguard, same as Valiant, except it 
has only 1 storage drawer and legs take 
place of flush to floor construction. 

Meteor, equipped with large single 
unit oven; built to floor construction; 2 
storage drawers and large storage com- 
partment on top which can be converted 
into warming oven. 

Yardley has large single-unit oven; 
3 storage compartments. 

Comet, same as Meteor with only 1 
storage drawer and legs instead of flush 
to floor construction; occupies 394x23 
in. floor space. 





Aurora, house model 


apartment 
equipped with full size single unit oven; | 


3 Calrod units—l a 
occupies 194x25 in. floor space. 


A - - oid 
Imperial “69” de luxe equipped with | 


2 Tripl-Ovens; aluminum griddle; sin- 
gle-stroke Minute Minder; 6 
units; oven light in each oven; large 
warming drawer; 2 storage drawers; 


Monel Metal Unitop; white vitreous | 


enamel front and side finish; occupies 
60x258 in.—Electrical Merchandising, 
January, 1939. 


v 


REX Air-Pak Blower-Filter Unit 


Air Controls Inc., Div. of The Cleveland 
Heater Co., 1933 W. 114th St., 
Cleveland, v0. 

Device: Completely assembled, ready to 
install Junior blower-filter unit for 
converting gravity warm air furnaces 
into winter air conditioning systems. 

Selling Features: Designed for use on 
furnaces up to and including 24 in 
firepot; small, compact, streamlined 
cabinet; two 20x25 in. filters, a 12 in. 
blower wheel, a + h.p. Century split 
phase motor enclosed inside cabinet.— 
Electrical Merchandising, January, 
1939. 
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Bidding for First Place 
in Your Plans for 1939! 


“Who say 


Armstrong hurled at a lagging ironer market just five short months 


ironers can’t be sold in volume?”—that was the challenge 


ago. Then Armstrong distributors and dealers went out and proved 


with the sensational Porta-Lectric—that every home is a prospect for a 


fundamentally sound Portable Ironer. Proved that Porta-Lectric’s 


retail price of $26.95 removes the final barrier to fast, profitable sales. 
Proved that ironers can be sold in volume! 


With such convincing testimony in favor of this new and remarkable 
appliance and with a stronger advertising program to help you sell it, 
you can count on Porta-Lectric’s showing your ironer department a 


rocket-ride to new sales heights in 1939! 


BACKED BY NATIONAL 
ADVERTISING 


Striking, hard-selling, desire-creating Porta- 
Lectric advertisements in several Home and 
Women’s magazines and in a leading Weekly, 
will reach into many millions of homes—will 
PRE-SELL Porta-Lectric to the handiron-weary 
women in your trading area. Ready-to-buy pros- 
pects will be created for you by the convincing 
story of Porta-Lectric’s time-and-effort saving 
advantages—will look to your store and salesmen 
for a demonstration. Promotional and _ point-of- 
sale material will help you cash in on every 
selling opportunity. 

Be prepared with this newest sales-getter in the 
appliance field. Investigate the Porta-Lectric 
Ironer right now. Sign, clip and mail this handy 


coupon TODAY ! 


Features That Are Real Sales-Getters! 
@ Portable. Weighs only 26 pounds. 


@ Easy to operate. A slight touch of the elbow- 
control starts and stops the roll. 


Both hands free for handling clothes. 
Motor is entirely enclosed within roll. 


* 

os 

@ Simplified ironing. Women find Armstrong 
easier to use. No stiff levers or handles to pull. 

@ Irons everything. Shirts, dresses, trousers, and 
all wash clothes as well as flat work. Irons 
perfectly, with less work. 





Cormsthong 


PORTA-LECTRIC IRONER 





ARMSTRONG PRODUCTS CORPORATION 
HUNTINGTON, W. VA. 


Please send complete details and discounts on the Armstrong Porta-Lectric Ironer 


NAME 


ADDRESS 


pocclo 
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NATION-WIDE ACCEPTANCE 
has featured the introduction 


of this wonderful new... 

























































HANOVIA 
ALPINE . 
HOME SUN LAMP 


with the eleven powerful wave- | 
lengths covering the entire 

useful and beneficial range of | 
ultraviolet light. 























SELLS FOR ONLY 
F. ©. B. FACTORY 

? 
This new, lower-priced lamp, bears the world- | 
famous name of HANOVIA, pioneer manufac- 


turers of ultraviolet lamps for professional and 
home use. Its exceptional low price now makes 
real ultraviolet sun bathing available to almost 


everyone. 





That is why, after its introduction, dealers every- 
where report increased sales—not only 
of this new lamp but of the popular 
Prescription Model which sells for $125. 
If you do not stock Hanovia Sun Lamps, 


write for full particulars. 





















Costs—discounts—dealer helps 


and other information available 






to interested dealers. 







Address inquiries to 


HANOVIA 


CHEMICAL & MFG. CO. 


Dept. E. M. 
NEWARK, N. J. 
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GIBSON Ranges 
Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Models: 39 in. 


models 


Four and two 42 in. 
Selling Features: All models equipped 
with closed Chromalox units, all of 
which have 5 speeds; “Kookall Speed 
Kettle’-—deep well cooker—provides 
1500 watt closed Chromalox unit in- 
stead of usual 600 watt unit; pilot 
lights over all switches, on all models 
except one; eye-angle instrument 
panel tilts switch knobs to correct 
angle for maximum visibility; oven 
switch and thermostat combined into 
one unit ; warming compartments pro- 
vided in some models; one standard 
size oven—1l6x16x20 in. with 2 ele- 
ments used throughout line; 2 op- 
tional condiment, light and Minute 
Watchman sets available.—Electrical 


Verchandising, January, 1939. 


v 





FAULTLESS Washers 
Holland-Rieger Corp., Sandusky, Ohio 
Models: A line of 1939 models which 

includes a number of completely new 
machines of different design than any 
previously shown is offered by Hol- 
land-Rieger. Model HPD shown here- 
with is equipped with white cor- 
rugated recessed type bullet tub and 
long welded steel skirt; other models 
in line will also have this type tub in 
22 and 23 in. sizes —Electrical Mer- 
chandising, January, 1939. 


v 





WESTINGHOUSE Air Conditioners 


Westinghouse Elect. & Mfg. Co., 
Mansfield, O. 

Device: 5 new Unitaires have been 
added to complete Westinghouse’s line 
of “packaged” self-contained air con- 
ditioning units for commercial estab- 
lishments. 


Selling Features: Westinghouse her- 
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metically sealed compressors: 
switches permit maximum flexib 
of operation—l controls entire 
ing mechanism, the other the bloy 
motor so that air circulation is 
sible without cooling; all steel wel4 
cabinets; easily adapted to winter ; 
conditioning; ratings of complete 
include 24, 3%, 6, 74, 10 and 15; 
capacities.—Electrical  Merchandisiy 
January, 1939. 
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WHIRLDRY Washer 
Quick Service Electric Co., 3000 Liber 
Ave., Pittsburgh, Pa. 
Model: Portable Whirldry washer. 
Selling Features: Capacity about 24] 
dry clothes; white porcelain enamek 
tub; aluminum satin finish cover 
aluminum spinner basket 214 
diam.; 1l-piece aluminum paddle ag 





tator; 1/15 h.p. universal motor Det 
washing speed of 155 strokes p 
min. ; drying 600 revolutions per min Device 
complete washer weighs 34 Ibs. ; Selling 
erates on 110 volts a.c. or dc. 25 ian 
60 cycles; special voltage moto atti 
available at extra charge. vem 
Price: $49.95.—Electrical Merchandi type 
ing, January, 1939. hair 
swe 
cycl 
spee 
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rice: 
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v 
MIRACLE Roaster 
Miracle Products Inc., 36 S. State St 
Chicago, Ill. 
Device: Automatic electrical roaster. 
Selling Features: Roasts, bakes, stews 
broils, grills, fries; cooking tempera 
tures are automatically controlled b 
adjustable automatic thermostat 
control—when_ temperature reaches ¥§ xj; 
degree at which pointer is set, curret 
is automatically cut off; signal light Det 
indicates when current is off and on st 
broiler attachment, including steak - 
: ‘ : ie Sell 
rack and hinge for cover available a : 
slight additional cost. la 
Price: $21.50.—Electrical Merchandis- ve 
ing, January, 1939. ” 
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Sete ree 


1900 Washers 


Nineteen Hundred Corp., St. Joseph, 


Mich. 
New Whirlpool line. 
ing Features: All white; fully 
streamlined; oversize tubs ; oversize 


agitators; roll-stop wringers; auto- 


matic controls; oiled-for-life motors; 
baked enamel chassis; complete price 
range; low-price leaders.—Electrical 
Verchandising, January, 1939. 


v 





DETROLA Shaver 


Detrola Corp., 1501 Beard Ave., 
Detroit, Mich 
vice: Dry shaver 
ling Features: Hollow-ground chro- 
nium plated shaving head; double 
utting edge; easily cleaned without 
removing shaving head; fine comb 
type blade picks up and cuts more 
hair per stroke;  self-sharpening 
Swedish steel blade; 110 volts 60 
ycles, a.c. synchro-magnetic high 
speed motor, self starting, non-radio 
nterfering ; streamlined Bakelite case. 
e: $7.50.—Electrical Merchandising, 
January, 1939. 
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KISCO Ceiling Fan 


Kisco Co., Inc., 39th & Chouteau Ave., 


St. Louis, Mo. 


Device: “Deflecto” ceiling type air re- 


circulator. 


Selling Features: Method of air recircu- 


lation is concentrated in actual breath- 
ing zone from floor to few feet above 
individual’s head. 

Available in 12, 16 and 20 in. 
sizes; 12 in. size has 1/20 h.p. motor; 
16 and 20 in. sizes has 4 h.p. motor; 
12 in. model has 3-speed control; 
balance 2-speeds; 12 in. air delivery 
3620-1800; 16 in. 4895-25000; 20 in. 
size, 5980-3100. Combination indirect 
lighting fixture—ceiling fan models 
also available in several models: De 
Luxe, Aristocrat Candle Light; Aris- 
tocrat Drop Light—Electrical Mer- 
chandising, January, 1939. 
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Sales-wise demonstrators are 
repeatedly saying, “It’s made of 
Aluminum.” In showing a refrig- 
erator, the salesman explains its 
faster freezing—*because ice trays 
and ice cube grids are made of 
Aluminum.” On ironers and cook- 
ing devices, he demonstrates the 
more even heating of Aluminum 
sole plates and Aluminum cooking 
surfaces. In washing machines, the 
lighter weight of Aluminum facili- 
tates handling; it resists corrosion 


and adds to beauty and appearance. 


THESE ARE REAL ADVANTAGES 





Light Weight with Strength. 
Superior Heat Conductivity. 
Resistance to Corrosion. 


Fine Appearance. 


As designer, manufacturer, 
distributor or user, you profit 
through these advantages of Alcoa 
Aluminum Alloys. ALUMINUM 
COMPANY OF AMERICA, 2160 
Gulf Building, Pittsburgh, Pa. 


ALUMINUM 
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....COME AND GET IT 


There's money, lots of profit, for you in selling Cadillac Vacuum 
Cleaners. The good will earned by Cadillac since 1911, the 


excellence of the machines themselves and their very attractive 





















prices combine to make them salable to housewives everywhere. 


Quick Sales and Big Profits Assured 


Cadillac cleaners are built complete in Cadillac’s modern fac- 
tory. Economies thus effected permit unusually low retail 
prices which assure quick sales yet which give you a big sub- 
stantial profit on each model—and, Cadillac builds models for 
every purse and purpose. 


Nationally Advertised 


Good Housekeeping, American Magazine, Pictorial 
Review, American Home, Woman’s Home Compan- 
ion, Household, Parents’ Magazine, Child Life, and 
Country Gentleman—these nine leading national pub- 
lications tell 20,000,000 readers the desirability of 


Cadillac ownership and lead prospects direct to your 
door. 


Dealer Cooperation— Sales aids that help sell—friendly co- 
operation at all times—there’s the team that wins success for Cadillac 
dealers. Colorful window displays, posters and mailing pieces, im- 
printed literature, broadsides, blowups, and window streamers, mat 
ads for local advertising—these, plus any personal aid the company 
can extend to its dealers, are available at all times. It will indeed 
pay you to investigate all that Cadillac has to offer. Do it today! 


See the complete Cadillac line at Booth 112 at the National House 
Furnishing Exhibit, Hotel Stevens 
Sold Only Through Reliable Dealers and Distributors 


For Particulars Write to 


DEPT. M 


“== _ CLEMENTS MFG. CO. 


= ——— 6666 So. Narragansett Ave. 
-—— = CHICAGO, ILLINOIS 
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— The Product Parade 


ELECTROMASTER Teakettle 


Electromaster Inc., 1803 E. Atwater § 
Detroit, Mich. 


Device: Automatic teakettle model T 
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Selling Features: Aluminum; holds 4 ¢ BLA 
water; immersion type heating y 
1250 watts; safety device ejects @i,-)stone 


nection plug when water runs | 
molded plastic handle—Electrical 
chandising, January, 1939. 
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1939 feat 


BULL DOG Trol-E-Duct and bas 


Bull Dog Electric Products Co., 7610 if new 
Campau Ave., Detroit, Mich. Three 


Device: Handy 5 ft. wire duct set prlctone “ 
vides outlets where they are want and rede 
can be readily removed and _ install -handisi 
elsewhere; set includes a 5 ft. duct s 
tion enclosing 2 burbar conductors, s 
porting hangers, a 5 ft. cord w 
attachment plug and a movable tr 
collector or semi-fixed plug for inse: 
tion in duct, and into which lights, a 
appliances can be wired or plugg 
available in unit sections which can 
coupled together to form a continu 
run of any desired length. 


| 
| : a . a 
| Price: $3.75.—Electrical Merchandisi 
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MITCHELL Spotlight 
The Mitchell Company, Chicago, IIl fodel 
Device: Portable spotlight. elling 
Selling Features: Designed for use valve 
with new Mazda Par 38 Projector vious 
lamps, in which lens, filament, an and \ 
reflecting surface are hermetically chan 
sealed in the bulb, making it dust of pi 
proof, weather-proof, and vapor-@ of « 
proof. Spotlight type provides power- strei 
ful, controlled spotlight beam. Flood- and 
light type provides wide floodlight § fron 
beam. Both types can be used in new easy 
Mitchell Spotlight. slid 
Model: 1900 Mitchell Spotlight runt 
chromium plated fully adjustable tion 
that beam can be directed to any lo- ing, 


cation desired to “stage-light” win 
dow displays, sign displays, counter 
displays, or for many other commer- 
cial or industrial lighting purposes 
where a compact, high-powered effi- 
cient spotlight is desired. 

Price: $3.95, less bulb. Par 38, 150 
watt projection bulb with either Spot- 
light or Floodlight lens can be ol 
tained through any Mazda distribu- 
tor. “Color filters”, which can be 
instantly clipped on to change the 
beam to any desired color, are avail- 
able in Light-house Red, Golde 
Amber, Emerald Green and Ric 
Blue, at $1.75.—Electrical Merchan- 
dising, January, 1939. 
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BLACKSTONE Washers 


lackstone Mfg. Co., Jamestown, N. Y. 










jels: The 1939 line of washers and 
roners shown at Chicago Shows in- 
cludes the new low-priced spinner and 
, wringer machine illustrated here. 






ial Features: Line includes 8 models, 
all white except lower-priced of 2 spin- 
ner models which is finished in pastel 
gray and white; Hydractor washing ac- 
tion introduced last year continues as a 
1939 feature; all models are Bonderized 















Duct und have an improved baked enamel 
nish; unity of design has been attained 

‘o., 7610 n new wringers and wringer heads. 

Mich Three ironers are also being shown, 
headed by De Luxe 3-N with Black- 

uct set pul ctone “Utilitop” cabinet, porcelain top, 

ire wanted and redesigned styling.—Electrical Mer- 

nd insta handising, January, 1939 
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PLEASANTAIRE Room Cooler 


Pleasantaire Corp., 1623 Connecticut 
" Ave., N. W., Washington, D. C. 


ago, Il fodel: Improved model C room cooler. 


; ellng Features: Thermostatic expansion 
lor ust valve replaces automatic valve pre- 


Projector y ously used; newly designed evaporator 
ent, an and condenser coils have been enlarged ; 
metically changes in exhaust duct and placement 
it dust f parts are responsible for an increase 

vapor f over 100 c.f.m. in condensing air 
S power stream ; cabinet is lined with 4 in. sound 
. Flood and heat insulating material; hinged 


loodlight 


front plate cover at bottom provides 
d in new 


easy access; entire refrigeration chassis 
’ slides in and out of cabinet on built-in 
light is runners, reducing servicing and installa- 
table tion problems.—Electrical Merchandis 
any lo- ing, January, 1939. 
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New Pleasantaire, Model C, Room 


Cooler—4000 B. T. U. per hr. 


























ELECTRIC SPECIAL 
$630 VALUE ONLY $495) 
10-cup model $6.80 value only $5.45 | 











The Greatest Value <“iLEX Ever Offered 


Here is the special that keeps cash registers ringing as merrily in January and February as they did 
in December. Here is the special you can ‘take to town.” 


This year's special has triple sales appeal. It is truly a “Treasure Chest Value.” For it is the new Moldex 
decorated (not clear) model Silex Glass Coffee Maker — with upper bowl handle — and with in- 
dividual serving tray — all for the price of a plain model Silex Glass Coffee Maker. 


The Kitchen Special is the Moldex Decorated Kitchen Range Model — value $3.25 — plus an 
individual serving tray — value 50¢c —a total value of $3.75 for only $2.95. (Red trim with a 
sparkling red Moldex serving tray — a $4.15 value for only $3.25.) 


The Electric Treasure Chest value is a very special model — not in our regular line. It is our regular 
$4.95 Delray Electric Table Model to which is added a decorative shell — value 35¢ — and to 





DECORATED MODEL 


WILEX 


with upper bowl handle 


PLUS MOLDEX TRAY 


$375 value 
For ONLY °2?° 


10-CUP MODEL $425 VALUE, $345 


RED TRIM MODELS SLIGHTLY HIGHER 





which is added the stove base with carrying handles — value 50c 
beyond the value of the plain base — and with which is included 
this individual serving tray — a 50c value — making a total value 


of $6.30 for only $4.95. (Red trim a $7.05 value for only $5.25. 


In addition to the 8 cup size, we include in our special this year 
the new popular 10 cup size. Kitchen Range Model, 10 cup size, 
black trim, a $4.25 value for $3.45. Red trim a $4.65 value for 
$3.75. Electric Model, 10 cup size, black trim a $6.80 value for 
$5.45. Red trim a $7.55 value for $5.75. 


For bigger January-February sales and profits place your order 
now. Then display — talk — sell these ‘Treasure Chest” specials 
with triple sales value. 


iA € X 


THE SILEX COMPANY, HARTFORD, CONNECTICUT 
CREATORS OF THE GLASS COFFEE MAKER INDUSTRY 


On display at The National House Furnishings Show, January 8th to 14th, 
Room 612, Stevens Hotel, Chicago, Illinois 
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WHAT THE 2.5” CAnniwersary 
OF ARMCO NATIONAL ADVERTISING 
MEANS TO YOUR BUSINESS 


Back in 1914, when “Tipperary” was in the air, the public began 
to read in their magazines of porcelain enamel fused on a base of 
ArMCO Ingot Iron. 

That was the beginning of Armco national advertising designed 
to inform the public about the importance of the base-metal to 
porcelain enameled products. 

Today, people buying refrigerators, ranges or washing machines 
give as much thought to the quality and lasting beauty of the porce- 
lain enamel finish as they do to mechanical features. Dealers who 
able to the Armco trademark on their 
appliances enjoy a decided selling advantage. 


are show well-know n 

Manufacturers of porcelain enameled appliances who use 
Armco Ingot Iron can attach the familiar Armco label to their 
wares. Ask your manufacturers to put it on the appliances you buy, 
or write us direct. The American Rolling Mill Company, 181 Curtis 
Street, Middletown, Ohio. 


LISTEN to the Armco Band ever N.B.C. every Sunday 
afternoon, coast to coast, beginning January 15. 


Ct 
AMIEL 
| 


ARMCO INGOT IRON 


A NAME KNOWN TO MILLIONS 
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PALM BEACH Sun Lamps 


U. V. R. Laboratories Inc., 206 E. 23rd 
St., New York City 

Device: Mercury-are cold ultra violet 
ray sunlamps for home use in deluxe, 
low and moderate priced models. 

Selling Features: Produces Vitamin D 

—aids calcium and phosphorous de- 
ficiency; uses special type cold mer- 
cury arc burner; floor and table mod- 
els; 110 volt a.c., draws less than 100 
watts; low and moderate priced floor 
models are adjustable in height from 
54 to 67 in.; available with or with- 
out automatic timer; crinkle bronze 
or black finish with chrome plated 
gooseneck and trim. 
Deluxe models equipped with built-in 
automatic timer and 2 pair of gog- 
gles; floor model adjustable from 51 
to 63 in.; bronze and ivory enamel 
trim. 

Prices: Low and moderate table with- 
out timer, $20.; with timer $25.; 
floor models without timer, $27.50; 
with timer, $32.50. Deluxe table 
model, $37.50; floor model, $45.— 
Electrical Merchandising, January, 


1939. 


v 


H & H Switches 


The Arrow-Hart & Hegeman Electric 

Co., 103 Hawthorne St., Hartford, Conn. 

Device: New line of Bakelite switches 
and duplex receptacles assembled on 
3akelite covers for outlet boxes; 
switches are available in single pole 
and 3-way ; covers in 2 sizes for 3% or 
4 in. boxes.—Electrical Merchandising, 
January, 1939. 





EAGLE Nite-Beam Lamp 


Eagle Electric Mfg. Co., 59 Hall St., 
Brooklyn, N. Y. 


Model: 370 portable lamp for perma- 
nent lighting. 

Selling Features: Concentrates light 
where needed; permits one person to 
read without disturbing other; for 
study, den, sick room; clamps on bed, 
desk, chair or work bench.—Electrical 

Merchandising, January, 1939. 
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Models: 8 and 10 cup electric table coi 


Selling Features: Stoves have conven 


1939—ELECTRICAL MERCHANDISING 






LEKTROPRESS Presser 


Cole Toomey Co., 122 E. 52nd § 

7 New York City 
Device: Presser for men’s trousers, 
accessories ; women’s pleats, hat } 





etc. Al 
Selling Features: Needs no cord— 
ates from any wall socket—just MBprican R 
in, allow to heat, remove and 

along fabric needing pressing; ¢; dels: At 
30 watts; a.c. or d.c. 0 for 

Price: $1.50.—Electrical Merchand ing Fea 
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SILEX Coffee Makers 
The Silex Co., Hartford, Conn. 
makers are included in a January ; 


February Treasure Special offered 
Silex. 





carrying handles; individual  sery 
tray is included; red or black trim. 

Price: Tray and Silex complete all 
the price of the plain electric 
model.—Electrical Merchandising, | 
uary, 1939 
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GIBSON Sterile Lamp 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Special Features: A sterile lamp for t 
sterilization of the circulating air 
the food compartment is available a 
can be installed in any Gibson refrig 
erator complete with transformer ; lam 
operates only when mechanism is rut 
ning and when the door is closed. 
Electrical Merchandising, January, 193 
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ARCO Humidifiers 


erican Radiator Co., 40 W. 40th St., 
New York City 
dels: Arco Thermo Humidifier No. 
000 for small house or cottage. 
ling Features: Has 4 gal. evaporat- 
apacity a day; can be attached 
any convenient place in cellar, 
jloset or other place near water sup- 
y and drain; connects to outlet 
rille by means of convenient ducts 
mrnished with each unit; outlet grille 
heavily chromium plated and is fur- 
ished with removable face plate 
hich automatically takes care of con- 
ensation and permits drainage back 
an outlet drain; humidifier includes 
wall outlet grille with connections, 
bine 90 deg. elbow, 1 sheet metal boot, 
wo ducts 2 ft. long and 1 Arco 
hermo Humidifier interrupter.—Elec- 
rical Merchandising, January, 1939. 
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REX Air-Pak Furnace Control 


r Controls Inc., Div. of The Cleveland 
Heater Co., 1933 W. 114th St., 
Clez eland, YU. 

vice: Junior model Rex 
with “Patrol Modulator”. 
lling Features: New system of blower 
and furnace control; with humidifier 
ffers complete, automatically con- 
trolled air conditioning; “Patrol 
Modulator” regulates fire in furnace 
and the volume of air from blower 
automatically. — Electrical Merchan- 
dising, January, 1939. 


Air-Pak 





TORK Time Switch 


ork Clock Co., Inc., Mt. Vernon, N.Y. 
fodel: No. 191. 

elling Features: Self-starting syn- 
chronous motor; silver contacts on 
beryllium copper blades ; time settings 
adjustable in 15 min. steps; new 
ratchet type setting permits adjust- 
ments to split minute; large, conveni- 
ent terminals provide simple installa- 
ton, 

Price: $12.75.—Electrical Merchandis- 
ing, January, 1939. 
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A good washer line is more than 
sparkling models and clever fea- 
tures. It must embrace a stability of policy 
recognizing the dealer's problems so he 
can build with permanence and make 
money. 


Here is a record of nearly 30 years of 
making good washers—the kind HAAG 
dealers can get behind and really sell, 
knowing they're giving full value—and the 
traditional HAAG policy of fair dealing 
stands squarely behind him and every 
HAAG Washer and Ironer he sells. 


Scores of HAAG dealers have continu- 
ously handled the HAAG line since the 
early days. The reason is simple. The 
qualities and values which influenced 
them to begin the sale of HAAG have 
supported their efforts and enabled them 
to make money. 


There's a complete line of HAAG Wash- 
ers and lroners, each one designed and 
priced to sell in volume. Powerful selling 
features, exclusively HAAG, will start sales 
coming your way. 


Write or wire for full information. 


HAAG BROTHERS COMPANY 


PEORIA ILLINOIS 





This is the HAAG Model 82E with white 
high-bake Dulux finish. The entire HAAG 
line is available with electric motor, gasoline 
engine, start-charger, or pulley for detached 
power. 
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HIS new Store and Office Cooler 
is the latest addition to the Curtis 
line of air conditioning and refriger- 


ation equipment. 
packaged air 
factory designed and engineered 


cools, dehumidifies, circulates and 


filters the air and is also adaptab 
for heating. 


The new Curtis Store and Office 
requiring 


Cooler is semi-portable, 
only water and electrical conne 


tions. It makes economical, depend- 
able cooling available for all types 
of business; particularly well adapt- 


ed to restaurants, women’s appar 


shops, drug stores, 


men’s furnishings, beauty and bar- 


ber shops, offices and banks. 


Available in 3 and 5 ton sizes, 


this handsome 


cooler gives you a new opportunity 
for greater sales and profits. Eighty- 
five years of Curtis experience and 
Curtis engineering assure user sat- 


CURTI 


REFRIGERATION 


SS 


It is a complete 
conditioning unit; 


shoe stores, 


store and office 













it 


le 





Cc 


el] 

















isfaction and freedom from service 
expense. 

It will pay you to get full details 
from Curtis today. 


Curtis Refrigerating Machine Co. 


Division of Curtis Manufacturing Co. 


“Builders of Condensing 
Units Since 1922” 


1975 Kienlen Ave. 


St. Louis, Mo. 
























































































































































PAGE 


As Ma my 


do 


This streamlined 
beauty is the new De- 
luxe 16-inch SIGNAL 3- 
speed Fan. It is modern 
in styling and engineer- 
ing. Some of the out- 
standing features are 
enclosed oscillating unit 
with push button control, 
slow speed motor, great- 
er air delivery, wide 
sweeping fan blades 
and unusual quietness. 


- 50 Finished in rich black 

° baked-on enamel, pol- 

ished aluminum blades 

LIsT and cadmium plated 
guard. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 
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Offices in all 


principal cities 
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LOCAL MARKET DATA Continued from page 80 
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The San Joaquink’ 


Valley Reports 


90,000 domestic and 65,000 rural customers of the § 
Joaquin Power & Light bought $2,150,053 wo 
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of appliances in ‘38. Annual use: 1,260 kw.+ 


HE San Joaquin Light & Power 
Corporation serves the agricul- 
tural district around Fresno, 
Unlike most of the power 
companies whose customers are pre- 


| dominantly urban, this company num- 
bers 65,000 rural customers as well as 
90,000 domestic customers on its lines. 


The figures for 1937 were 62,752 rural 
and 85,741 residence customers. Dur- 
ing 1938 the average annual kw.-hr. 
consumption for residence customers 
was 1,260 kw.-hr., an increase of 73 
kw.-hr. over the 1937 level of 1,187 
kw.-hr 

A rough estimate 
volume of 1938 domestic 
business for this territory through 
company and dealer channels is 
$2,150,053. Dealers selling major ap- 
pliances in this district number 156, 
30 of them of the department store, 
furniture store or mail order chain 
store type. In addition, 8 stores carry- 
ing electric appliances as a side line 
are included in the reports. 

Merchandising activities for the 
power company are carried on through 
the subsidiary Valley Electrical Supply 
Company, which maintains stores in 
Fresno and Tulare and also carries on 
an extensive cooperative program. 
During the year a successful series of 
dealer educational meetings on ade- 
quate wiring and lighting was held. 
The company also conducted one 
weekly newspaper cooking school and 
many group schools in dealer stores 
good results. Campaigns in 
which dealers cooperated were con- 
ducted on electric ranges, water heat- 
ers, electric roasters, I.E.S. lamps and 
room coolers. 

Terms offered through power com- 
pany stores call for $10 down and 
24-mo. contracts on ranges, $5 down 
and 24 months on water heaters, $7.50 
down and 30 months on refrigerators, 
$10 down and 18 months on radios, 
washers and ironers. 

The company maintains a lighting 
department of six girls as well as pro- 
moting the sale of ILE.S. lamps 
through store displays and newspaper 
advertising. The domestic lighting re- 
sults for 1938 are reported as having 
been excellent. Four home lighting ad- 
visors gave full time to this work and 
results for 1938 show 23 kw. load 
added per girl per month. The super- 
visor of this work has had a full pro- 
gram of talks before home making 


of the aggregate 


appliance 


JANUARY, 


classes, 
groups and the like. 


LAR 


women’s clubs, farm bur 


Evaporative cooler installations 
growing. During the past year 2 
homes in the San Joaquin area 


stalled cooling 


equipment 


of 


type, 50 homes put in attic fans, 


installed air conditioning involving 
frigeration but no heat and 20 ho 
put in full year-round air condition: 
Of the 555 commercial 
500 were of | 
evaporative type, 40 involved refrig 
ation but no heat, 5 included heat z 
10 were of the air washer type. 

applian 
through company and dealer chann 
for 1937 and 1938, with a predict 


equipment. 
stallations reported, 


Unit sales of electric 


for 1939 include: 


UNIT SALES OF ELECTRIC APP 
ANCES—SAN JOAQUIN 


TERRITORY 

1938 1937 
Ranges 1,493 1,737 
Water Heaters 734 901 
Refrigerators 6,809 8,939 
Washers 4,356 8,646 
lroners 719 1,474 
Cleaners 1,342 4,523 
Radio Sets 8, 417 13, ‘360 
Air Heaters 1 ‘023 ‘B47 


1. £.S. Lamps 4,133 3,642 
The coming year, in 


up to the 1937 level, 


straight ahead. 


BURBANK, 
CAL. 


7,500 residence customers ha 


use of 882 
HE City of 
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customers. 
6,455. 


Estimate ¢ 


other wor 
is to be better than 1938, but not qu 
except in t 
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n per customer in 882 kw.-hr., on refrigerators, 10 per cent down and 

ase of 29 kw.-hr. over the 1937 18 months on radio sets and 5 per cent 
' . rage Of 853 kw.-hr. Ten dealers down and 2 years on washers. 
u l YN) e the community—six electrical During 1938 290 electric ranges 
lers handling major appliances, two were sold by dealers, an increase of 
stores also carrying major 26 over the record of 1937, when 264 
pment and two stores which carry ranges were sold. Water heaters also 
trical appliances as a side line. showed an increase, the 1938 figure be- 
‘erms on which electrical appliances ing 65, that of 1937 being 41. A 
sold in Burbank call as a rule for definite increase in both lines is pre- 
er cent down payment on electric dicted for 1939, the quota for electric 
. of the apges and water heaters, with 4 years ranges standing at 400, for electric 

run, 5 per cent down and 3 years water heaters at 125. 


260 kw.-+ 





LAMEDA, CAL. | Stock the Line that SELLS 


farm bu V Quality Product V National Advertising 
—— 10,246 residential customers reports Jf Complete Line at Popular Prices J Sound Merchandising Policy 


rear 2 iance sales for 1938 / 
Snr ae a V Dealer Helps V Money-Back Guarantee 
in area 
nt of 
ttic fans With the Rittenhouse quality 
involving : eo ; , = : 
7 ng HE Department of Public Utili- mainder of the merchandising to the line you can offer your custom 
nd 20 ho: ; : “ ime a - Ci Gene ait ers a variety of models listing 
conditi ties of the City of Alameda, four dealers in town. Of these, one 1s f $1.00 to $50.00 to fit an 
( 10n : an a ° ° . ‘ h 
sa Calif., serves 10,246 residence a department store selling major elec- rom ae y 
mmercial Pt : . : hectatoal Chime requirement — and 
were of qpuomers, an increase of a little more trical equipment, one an electrica they’re all guaranteed 
ved refrich” 1 per cent over the 1937 figure dealer selling a complete line and the y . 
>/ eltrig » ical ete , ag CE ita aa uy oe li é 1. . ; _ 
ded heat 10,303. Its average annual kw.-hr. remaining two carry electrical appli Rittenhouse national advertising 
type nsumption per domestic customer ances purely as a side line. in leading magazines has built 
" appliz ; 970 kw.-hr. Last year the corre- Unit sales of electrical appliances up a public acceptance which 
‘ ™ nd iwure > te re ) rere aftecte rere se - . . . 
ler chanr ding figure re ported was 1,424 were affected, as were thos of Bae is bringing a steady stream of 
a predict’ =" but this included apartment districts in the San Francisco bay customers into stores through- 
< -C1Cct ° ° ° 
e customers, which this year were region, by the warehouse and other out the country. It's the line that 
‘luded. a strikes, as well as by other local sells. Backed by more advertis- 
RIC APP: The city sells a limited number of factors which made for a greater drop ing in more national magazines 
pliances—ranges, water heaters, air as compared with 1937 than would for 1939. 
\QUIN aters and lamps, and leaves the re- otherwise have been expected. 















Rittenhouse backs up the trade 














; with a sound merchandising 
y mwas UNIT SALES OF ELECTRIC APPLIANCES—CITY OF ALAMEDA policy that is winning good-will 
Sales fo 1938 1937 everywhere. In addition, a wide 
/ 1939 City Dealers Total City Dealers Total variety of sales promotion ma- 
} 1,554 anges 166 29 195 269 49 338 terial is available including 
7 725 BW ater Heaters 24 1 25 100 10 : : : demonstrators that sell by“‘sight”’ 
on igesstore pie - = dey a7 973 and ‘“‘sound,”’ window displays, 
} $30leeee joes 50 50 rats 80 80 folders, newspaper mats, etc. 
}  g . Mleaners a 110 110 a 139 139 
| 8,600 Radio Sets 470 470 568 568 Point by point comparison of 
| 1,410BA ir Heaters 140 21 161 324 43 367 styling, tone quality, construc- 
6,500 E.S. Lamps 100 tae 100 80 +. 80 tion, advertising, dealer helps, 
shows Rittenhouse Door Chimes, 
ther wor “‘The Profit Line for ’39.’’ 
ut not qu 
cept in t * 
are goin Get the facts! 
Telephone your 
wholesaler or 
write us today. 
THE A. E. RITTENHOUSE CO., INC. 
ners ha Dept. 312 Honeoye Falls, N.Y. (Established 1903) 
Calif. 
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tie up money in “all 


‘PITTSBURGH 


kinds of rafige-units | 
when a small nl a 


CHROMALOX 


Super-Speed WITS 





| 


will meet all needs? 
Electric ranges in| 


> so many types, with 


so many kinds of unit openings, 
make it commercially hopeless for 
a service organization to be set for 
all replacement demands with the | 
exact unit specified. But . 
Chromalox units fit all ranges, all 
kinds of unit openings. 


aS to the servicing prob- 


lem—and a simple, profitable 
answer, too. No shelves of useless 
varied units, waiting for the call— 
just a limited supply of the four 
Chromalox unit sizes, and the re- 
quired stock of inexpensive Chro- 
malox adaptor rings that snap over 
the unit in a jiffy, and fit it for 
the unit opening you have to fill. 


* #) 


There’s your answer 


app And think of your 
customer — when you 
put a Chromalox unit in her range, 
you open her eyes to the real possi- 
bilities of electric cooking. Her next 


range is sure to be all Chromalox- | 





equipped, and she’ll come to you | 


for it. 


Sell Chromalox - Equipped Ranges 
Use Chromalox Units for Replacement 


in all ranges. 
Mail the coupon 
and get all the 






Mall with your business letterhead 
EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 
Send me the “CHROMALOX PLAN" book. 


Name 


Position 
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General slump in 


‘38 appliance 

sales reported 
USINESS in the Tri-State terri- 
B tory covered by Pittsburgh dis- 


tributors, reflects a drastic slump 
in the purchase and sale of electrical 
appliances during 1938. No period comes 
to mind where the business took such a 





precipitous nose dive, and where losses 
were comparable. That all the estab- 
lished distributors took the bumps and 


survived is perhaps in itself no mean 
accomplishment. ne 
Eleven distributors and two utilities 


cooperated in the preparation of the fol- 
lowing statistics: 

Refrigerator sales were off 49.0 per 
cent. This figure does not embrace the 
vast number of reverts which were re- 
conditioned and resold generally at a 
substantial loss. 

Radio sales average only 11.2 per cent 


less than ’37. Several firms showed in- 
creases which naturally reduced the 
average decrease for all. IE.S. lamps 
were off 31 per cent. 

Washers were off 35.5 per cent and 


ironers 55 per cent; and vacuum clean- 
ers 46 per cent less. Electric ranges 
29 per cent less and table appliances 25 
per cent less. Gains the last two months 
helped small appliances make a more 
favorable showing. 

Reviewing the figures for the industry, 
total sales were 45.1 per cent less than 
'37. 

Forecasting the future, distributors feel 
that 1939 will be 33.6 per cent better 
than 38. Most often 1936 is suggested 
as likely to be duplicated in 1939. 

Pittsburgh is so dependent on the so- 
called “Durable” industries that large 
building or armament commitments by 
the Government early in the year, could 
quickly increase Pittsburgh's potential 
purchasing power and business generally. 

April 16th to 23rd the League featured 
“Electricity at Work on the Farm” as 
one of the attractions in its Annual Elec- 
tric Show. 

The League undertook an “Adequate 
Wiring” Campaign in May and reports 
considerable progress in this field. 

June and July saw the second Roaster 
Campaign which proved a boon to small 
appliance sales. 

August 15th, 16th and 17th, the West 
Penn Power Company sponsored an edu- 
cational “Lamp Show” for dealers at the 
Wm. Penn Hotel, which was well 
attended. 

Allegheny County celebrated its 150th 
anniversary and many electrical firms 
participated in the decorations and floats, 
and at the County Fair. 

October 3rd to November 15th, the 
League sponsored a “Free 100 Watt 
Lamp Campaign” which was enthusias- 
tically supported by Dealers and Lamp 
Manufacturers, and proved outstandingly 
successful. 

Washer and Ironer Week was only 
fairly supported and results were very 
spotty. 

Denny Shaler, Dealer Bureau secre- 
tary, has had numerous meetings with 
dealers in connection with the abuse of 
the courtesy discount evil, finance plans, 
trade-in policy, etc. Much progress 
reported. 

3etter Light—Better Sight promotions 
continued, and the Air Conditioning Bu- 
reau added to its membership though 
sales were behind expectations. 

Contemplated Spring Drives on Water 
Heaters and Electric Ranges are antici- 
pated 


have these practical books, with their helpful tables, diagrams, data, metho: 





| In these books will be found answers to practically all the repair and windis 


special problems. 








PTTTITITITITITIT LITT 


| the books today. Fill in and mail the On Approval Coupon. 



















Every phase of electrical 
maintenance and repair work 
covered in this new Library 


ee 


S volumes 3 
of practical aca 
how-to-do-it € 
information 


os 


Every man concerned with the care and repair of electrical machinery shoul 


and kinks. Every one of the five volumes is jammed to the covers with soun 
how-to-do-it information—the kind you have to have when anything g 
wrong. Liberal use has been made of practical data and practice in reps 


shops so as to combine the good features of a library of methods with hanj| A a 
book information covering these methods. chin 
appe 
ever’ 
ELECTRICAL MAINTENANCJ = 
apat 


AND REPAIR LIBRARY 


5 volumes—2042 pages—1721 illustrations 


Quit 
Jenk 
WwW 
















problems that the electrician will meet in actual practice. 

The books discuss direct and alternating current windings—repair shop method 
for rewinding armatures—commutator connection—the testing of armature winding 
the testing of induction motors for faults—practical ways of reconnecting inducti 
motors—commutator repairs—correcting brush troubles, etc. 

They tell you how to inspect and repair motor starters and generators—how 
diagnose motor and generator troubles—how to figure new windings for old cor 
on induction motors. 

You learn about three-wire systems, starting rheostats, transformers and starti 
polyphase motors, etc. 

They give you scores of practical methods used by electrical repairmen to sol 


EI 


New trouble-shooting book now included in Library 


Now in addition to four well-known practical books on all details of testing 
connecting, rewinding, installing and maintaining electrical machinery, the Libran 
of Electrical Maintenance and Repair includes Stafford’s Troubles of Electri 
Equipment, a new book full of helpful maintenance information, special troubl 
shooting charts, explanation of symptoms and causes of machinery troubles, specifi 
remedies, etc. This revised library helps you to know the why as well as the ho 
of electrical maintenance and repair work, gives you the ability to handle bigge 
jobs with surety of results. 


ol 


— 
i 


10 Days’ Examination—Easy Monthly Payments 


You can secure the use of these five great books on electrical repair work fc 
ten days’ examination. When you have seen for yourself what these books are an 
how much they can help you, send us your first remittance. The balance may 
paid in monthly installments of $2.00 until the price of the library is paid. Send fo 


Ne 
A 
, 7 


<7 
A 


McGRAW-HILL BOOK CO., Inc., 330 W. 42nd St., New York 


Send me the Electrical Maintenance and Reyiir Library (5 vols.), postpaid, for 10 
days’ examination. Within 10 days of receipt I will send $1.00, and $2.00 monthly 
until $15.00 is paid, or return the books postpaid. 


x 


Stik Seiko 137 
Address 
City and State ; 
Company a da ctr tN a le ia .EM, 1-39 
EE vicar en: ct lin Ae terion 
JANUARY, 1939—ELECTRICAL MERCHANDISING ELE 

















“INTRODUCING THE 




































































WASHES 








1ery shou 





‘a, meth RINSES 
vith soun 
thing ¢ DRIES 








e in repz 





4 combination washing ma- 
chine and dry cleaner which 
appeals to those who have 
everyday washing. Compact 
and portable—ideal for the 
apartment dweller. 


with hand 


Manufactured by 
; QUICK SERVICE ELECTRIC CO. 
Jenkins Arcade Pittsburgh, Pa. 


Write today for information 
and discounts. 
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ELINA Portable 
ubs | 


= x 


1rs—how 
r old cord 


ind starti 


en to sol 


brary 


of testing 
he Libra 


Electrica 4 
al trout Build Up 
“s. P"1939 Washer Sales 


dle bigge OU can make many a straight sale 
—and close many a washer deal— 
with CELINA Portable Tubs. Their full 
6X TO Ay size, sturdy construction, 
ny and ingenious design, ap- 
peal to the economic and 
efficient side of the man- 
with - the - pocketbook. 
Their up-to-the-minute 
styling, ultra-smooth 
finish, and many practical 
features, win instant ap- 
proval with the ladies. 
Display CELINA Port- 
ables and you'll find they 
have every qualification 
for profit making. 
CELINA Tubs are available in 
white, as well as in colors te 
match all leading makes of 
washers. Shipped nested, sav- 
ing both on transportation costs 


and storage space. Write er 
wire for description and prices. 


sttti~, TheCelinaMfg.Co. 
CELINA Celina, Ohio 
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FLORIDA HITS HIGH ON 
WATER HEATERS 


MIAMI, FLA.—That makeshifts are 
meat for the electric water heater sales- 
men was revealed by itemized details of 
the Florida Power Corporation campaign 
for 1938 recently revealed. Here is the 
data: 

Number of gas heaters replaced—520 

Number of kerosene heaters replaced— 
175 

Number of other heating systems re- 
placed—200 

Free installations were also very im- 
portant the Florida Power Corporation 
found. There is municipal gas competi- 
tion in its two principal cities, St. Peters- 
burg and Clearwater. 

Sponsored by D. Higgins, presi- 
dent and supervised by Robert H. Gedd, 
new business manager, the three months 
campaign stacked up this way: 

Number of electric water heaters sold 
—1,354 

Number of calls made—17,850 

Number of prospects sent in by em- 
ployees—10,013 

Number of good prospects 
sales (not signed up)—363 

Number of regular domestic salesmen 
—13 

Number of part time salesmen—25 

Number of dealers—20 

Dealer sales—180 

Per cent of employees responsible for 
direct sales—32 per cent 

Per cent of employees responsible 
sending in tips—70 per cent 

The Florida Power Corporation has 16 
territories with a total population of 
113,110. There are 25,457 customers on 
the line. 

One of the novelties of the campaign 
was the practice of giving elevator boys 
a nickle a name for prospects, and a 
reward of $2 per sale made on them. 


for later 





SMALL RETAIL STORES 
NOT DISAPPEARING 


WASHINGTON—tThe disappearance 
of small retail stores from the merchan- 
dising picture seems extremely remote 
despite the expressed belief of some per- 
sons that such stores are on the road to 
extinction, according to a study of small- 
scale retailing made by the Marketing 
Research Division, Bureau of Foreign 
and Domestic Commerce. 

The social significance of these places 
of business lies in the fact that they pro- 
vide direct employment for about 1,500,- 
000 persons. 

The increase in the number of small 
stores during 1929-1933 was due to a 
decrease in the volume of sales of many 
stores which, in years prior to 1933, had 
enjoyed a volume in excess of $10,000 
and the opening of many new small stores. 

Any reasonable estimate of dollar profit 
of small stores leaves no doubt of the 
smallness of dollar incomes provided to 
their proprietors. The average potential 
amount available in 1933 (a depression 
year) for proprietor’s withdrawal, in- 
cluding wages and profits, was as little 
as $44 a week, even on the most liberal 
estimate, for all retail stores. For the 
small stores, the average potential for 
withdrawal amounted to only $9 a week, 
while for the large stores it approximated 
$107, according to the Commerce De- 
partment. Part of the income came from 
the opportunity of the proprietor to con- 
sume goods at wholesale prices. 





Frigidaire Moves to 
Western Merch. Mart 


SAN FRANCISCO—R. G. Hutchison, 
Pacific Coast regional manager of Frigid- 
aire Division, General Motors Sales 
Corporation, has announced the removal 
of Frigidaire’s Pacific Coast Regional 
Offices in San Francisco from the Finan- 
cial Center Building to the Western Mer- 
chandise Mart. On December 24 Frigid- 
aire will take occupancy of an extensive 
suite of offices on the Market Street side 
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EVERHOT Timer-Clock. Retail 
price only $5.95. . . May be 
used with all EVERHOT APPLI- 
ANCES, also coffee makers, 
fans, sun lamps, lights, etc. 


Write today for 5-color cata- 
log; also for complete infor- 
mation on liberal price policy 
. National advertising and 
sales helps... also name of 
your EVERHOT jobber. 


T-I-M- 


WINS HUGE MARKET FOR 


€VERHOT 


E-D HEAT 


CONTROL 


ELECTRIC 
ROASTER COOKERS 


QUALITY FEATURES OF EVERHOT 


PLUS TIMER-CLOCK ATTACHMENT GIVE YOU THE 
WHIP HAND FOR VOLUME SALES AT HIGHLY 
PROFITABLE MARK-UP 








@ The EVERHOT Timer-Clock gives housewives 
magic control of cooking while absent from the kitchen 
+.-an automatic regulation of the electric current’s 
“on” and “off’ that provides nearly 12 hours extra 
freedom, with the assurance of returning to a per- 
fectly cooked meal. 

The new EVERHOT Automatic Roaster Cookers, 
themselves, offer multiple sales appeal with thermo- 
static control, ruby light signals, adjustable steam 
vents, rust-proof covers (hinged, also separable), 
safety handles on covers, Bakelite body handles, one- 
lift racks, large capacity, fast action, wide temperature 
range, minimum current cost. All- method cooking. 
Less food shrinkage. Beautiful baked enamel body 
finishes, black trim. Lowest prices ever quoted for cook- 
ing chest...also broiler and stand...Choice of colors. 





On its Way 
To be the 
HEATING ELEMENT MATERIAL 
For a 
DEPENDABLE APPLIANCE 


DRIVER-HARRIS COMPANY 
Harrison, N. J 





SWARTZBAUGH MANUFACTURING CO., TOLEDO, OHIO 





TRADE MARK BEG.U.S. PAT. OFF 


Niclhiramine 
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WHERE 


Parts, Services 


UNDISPLAYED RATE: 
) per ne r nsert r Minimum 
(First line in small bi —~ 
f a line count 








TO BUY 
& Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion Contract 
rate on request (An advertising inch is 
measured %” vertically on one column. 
There are 4 columns—48 inches—to a 


page 














All Types 
Electric mangle pads and covers Washing machine 
covers, electric heating pads, vacuum cleaner bags 
all types Ohio Textile Specialty Co. W. 54 Street, 
Cleveland, Ohio 








Kebuilt Vacuum Cleaners 








BOOKKEEPING SYSTEM 
Especially Designed for 
APPLIANCE-RADIO DEALERS 


A direct, easy-to-understand system, 


devised by an expert accountantin your 
line of business. It is in practical use by 
many dealers everywhere 

Provides for cost of sales, operating 
expenses, inventory to date, cost of re- 
possessions, cost of rebuilding, loss on 
trade-ins and every conceivable situa- 
tion of your very own business 

Also system for smaller store 

Write today for descriptive folder. 
THE KNAPHURST COMPANY 
501 &. Jefferson Street Chicago, Itinots 



































FOR ANY REPAIR PARTS 


{the ones others haven't got) 


Washers, Vacuums, troners, 
Flat trons, — and most 
st 








n 
parts needs since 1926. Try 
Logan first and save yourself 











spre time and money. Prompt 

oH shipments. Be convinced. 
pat LOGAN SQUARE 
ors APPLIANCE SHOP 
gc? 2610 + te AVE. 








i 
[air Conditioning and Refrigeration 
Supplies and Equipment 


ete Stocks Lowest Prices Speedy Service 


Send for Big Free Catalog 
THE HARRY ALTER CO. 
1728 South Michigan Avenue, Chicago 


Compl 


re ee Oe 








Find what you are looking for? If 
9 this or other advertising in this issue 


does not supply the information 
« wanted, of parts, services and acces- 
sories, write 


Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 

















employment only) 
able in advance 
Boze Numbers 


\% the above rates pay 


advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


( Classified Advertising) 


SELLING : : MERCHANDISE 
emnorment: OPPORTUNITIES” : susiness 
UNDISPLAYED RATES DISPLAYED 
15 Cents a Worp. Mintwcm Cuaron $3.00. [Individual Spaces with border rules for 


Positions Wanted (full or part time salaried 


Care of publication New York, 


The advertising rate is $8.00 per inch for all 
advertising appearing on other than a con- 
tract basis Contract rates quoted on re- 

Chicago or San Francisco offices count as quest 

10 words An advertising inch is measured %” ver 

Discount of 10% if full payment is made in tically on a column—4 columns—48 inches 








prominent display of advertisements. 


to a page. 














POSITIONS WANTED 





YOUNG MAN, 21, presently 

manager tall el al 
sale positior with distribut 
Ne Y ’ New Englan d E ci 

‘ rd six ars B refe ces 
PW-525 Electrical Mer: han ising 330 W 
42nd St New York, N. Y 


PATENT YOUR IDEAS 





fer ANY Invention er Trade Mark 











SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 














SATISFIED? Are you satisfie with your 
California representation? we e have good 
standing w th electrical, radio hardware 


jobbers and department stores: seeking good 
t 523 "E -ctrical Merchandising, 883 
Mission St., Sar ‘Fran isco, Cal 
MANUFACTURERS REPRESENTATIVES 
contacting electrical, hardware and appl 
ar jobt n Texas, Oklahoma, Louisiana 
lesire g¢ 1 additional line RA-524 Ele 
al Merchandising 30 WwW. 4 is New 
Yor N. ¥ 
CAPABLE MAN, nineteen years experience 
desires attractive line of merchandise for 
Wisconsin and Minnesota SA 6, Electrical 
Mercha chigan Ave., Ch 


ndising 20 N. M 
l 





WANTED 


DESK FANS 


110 and 220 Volts D.C. 
ARNESSEN ELECTRIC CO. 


13 Water Street New York, N. Y. 








FOR SALE 


REFRIGERATOR COIN METERS 


150 Coin meters for use on 
refrigerators. All good 


electric 
condition. Cost 


$6.00, will sell for $3.00 
W. H. WRIGHT & SONS CO. 
313 Eccles Bldg. Ogden, Utah 








MENTION OF 
ELECTRICAL MERCHANDISING 
will be appreciated by the 
advertisers and the publishers 











‘Methods 
“That Worked 


| When Practiced by Gilbert A. 









Range Sales 





Noonan of the Jennings Furni- 
ture Company of Portland Ore- 
gon. 


HEN Gilbert Noonan, head 

W of the electrical department 

and star salesman of the Jen- 
nings Furniture Company of Portland, 
Oregon feels that the customers are 
about to utter those fateful words, 
“Well, we'll think it over’, he con- 
ducts them to the conference room for 
a moment and then excuses himself 
to answer the telephone. 

This wisdom dates from the day he 
put on his hat and went down the 
elevator, happening to walk out of 
the store just behind the couple to 
whom he had just been trying to sell 
an electric range. “Well, the ques- 
tion with me,” the wife was saying— 
and then she went on to talk over 
with her husband the matters that were 
in her heart on the subject of electric 
ranges and this one in particular— 
matters she felt she could not have 
talked over in the presence of Mr. 
Noonan and which, however, she just 
had to get out of her system before 
she could decide whether or not to buy 
the range. 

Since that time Noonan has been 
careful to leave his customers to 
themselves for a few moments to give 
them a cliance to express to each other 


the doubts that are in their minds and | 
so that the | 


to get them over with, 
decision need not be postponed to that 
hazardous “some other time” which 
so frequently never arrives. He goes 
one step further and frequently makes 
his errand something which has to be 
done just outside the walls of the 
little “conference room” where the 
talk with the customer has been taking 
place. And if he hears the customer 
say something which indicates that 


the trouble is really with price, or a | 
of electric | 


fear as to the rapidity 
cookery, or some other definite 
reason, he knows just where to take 
up the conversation when he returns. 

He doesn’t believe in too fixed a 
schedule for trade-ins and gives his 
reasons for not joining in the Central 
Appraisal Bureau of Portland. “A 
woman who has cooked on a wood and 
coal range for a lifetime looks upon 
it almost as a member of her family”, 
he says. “It hurts her feelings to 
have a salesmen pull out a card and 
say ‘Let’s see—well, the junk value 
of this range is about $5’.”. Mr. Noon- 
an’s method is to compliment the 
woman on her original selection of the 
range. “I know it has given you fine 
service,” he says. “We'll have to find 
a good home for it somewhere down 
at the beach.” In the end he may not 
pay more for the equipment than is 
actually down on the schedule, but 


| he leaves the woman feeling that her 


possessions have been valued and not 
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Casco Products Corp.......... aT 


Celina Mfg. Co..... sea aaa 
Clements Mfg. Co... 102 
Crocker-Wheeler Elec. Mfg. Co. % 
Crosley Corp. 7 


Curtis Refrigerating Mach. Co. 106 


Driver Co., B td Wm 
Driver- Harris oy 109 
du Pont de Nemours & Co., E. 1. 66 





Easy Washing Machine Corp. 30, 3! 
Edison — Electric Appli- 


ance . .78, 79 

Eureka el Cleaner Co..... 44 
gives 
Faries Mfg. Co iT ber ¢ 
Frigidaire Division, General Mo- wees 
tors Sales Corp .74, 75 of sh 
last- 
diffe’ 

Gale Products icwihew kl 
General Electric Co. Free 


2, 3, 4, 5. 6. 7, 82 
Gibson Electric Refrigerator 



























































Corp. ... . 62 
Haag Brothers Co —— 
Hanovia Chemical & _— Co.. 109 
Horton Mfg. Co.... oe 
Hoskins Mfg. Co pueece ee 
Kelvinator Division, Nash-Kel- 

vinator Corp. ..39, 40, 41 
Knaphurst Co. aerator 











Leonard Division wae” 

tor Corp. . 49 
Logan Square Appliance ty at 
Lovell Mfg. Co Inside Back Cover 


















































































































































McGraw-Hill Book Co. ........ 108 
Modern Kitchen Bureau ca a 
Nineteen Hundred Corp....... 89 
Parts, Accessories & Service.... 110 
Polachek, Z. H. 110 
Proctor Electric Co Back ‘Cover 
Quick Service Electric Co...... 109 
Rittenhouse Co., Inc., A. E..... 107 
Searchlight Section ss 
Signal Electric Mfg. Co........ 106 
Silex Co. ...... 103 




















Stewart-Warner Corp. 33, 34, 35, 36 
Sunlight Electrical Division, Gen- 




































































eral Motors Corp........... 97 | 
Swartzbaugh Mfg. Co......... 109 | 
Utility Electric Co a 
Wabash Appliance Corp. ... 91 
Westinghouse Flec. & Mfg. Co. 
52, 53, 54, 55 
Wiegand Co., Edwin L —. 
Wright & Sons, W. H.... .. 10 








Youngstown Pressed Steel, Div. 
of Mullins Mfg. Corp . 8 






































1939—ELECTRICAL MERCHANDISING 










EL 















TISERS 


“Some people you should speak out 
to frankly”, says Mr. Noonan “and 
some you should let alone.” As an 















-" r times the speed | c=amplc of the Erst case, he cts the 
22, 23, % " | ¥ ' Z - e 
. 10 of the back | father (who was to pay for the re 





104 and forth" type 


frigerator when it was bought). They 
2% ‘ g< 4 razor. 


had evidently been shopping all over 













town and she was ready with a skepti- 
— “<i bad song A = | cal question for every statement made. 
10 | Finally Mr. Noonan spoke up. “Look 

50 to 5000 R.P.M. | here,” he said, “if you haven’t confi- 

@ Brush type dence in me and what I am saying, 

57 motor. 110- | you might just as well look at these 

a7 7 volt. A.C. or | refrigerators cafeteria style. Just 
% D.C. walk right around the circle and then 
61 | out.” The young woman apologized, 


@ Cuts long or 


| a trifle abashed, and then explained 



























short hair | that she was just repeating some of 
TT with equal the things she had been told in other 
- ease. stores. Before long she was asking 
. Mr. Noonan’s personal advice 
Co % © Beautifully Ir. Noonan’s per sonal advice on how 
i ° d | to make her selection. They bought a 
designed. he . = 
Co. 106 refrigerator before they left for home. 
@ QUIET. On the other hand, there was the 
Wy ia ; middle aged woman who knew exactly 
y rr the questions she wanted to ask and 
JL 66 






who was, apparently, interested in a 
h t $1 0 given range. She was, however, not 
e new 6! | buying just now. When asked when 





merely looked upon as “junk”. | Jhere iS a 


p. 30, 3] 
\ppli- esi fs . 
..78, 79 ELECTRIC SAFETY RAZOR she was thinking of buying, she 
44 answered “When I find what I like.” 
gives you maximum value for your 1939 sales. Get a sample from your job- Several weeks later she was in the 
iW ber and satisfy yourself on your own beard. Daily testimonials from CASCO store again and bought the range. | 
Mo- users say they have finally found the one new method that banishes the task The important thing here was in sens- 
74, 75 of shaving. And for women—long hair is quickly and easily removed. At ew te tent ee ‘aie en pry 
last—one razor that really does two jobs well. Start selling this new and | =e Se es es ee «WSs One OC a 
different razor at once. | people who do not like to be “sold 
95 


anything. They appreciate being left 
Free displays, window streamers and folders help you make steady profits. y "tg I : PP leadin ns 8 ee 
6.7. 82 to make up their own minds and they 











rator ASCO PRODUCTS CORP. as Bridgeport, Conn. resent any attempt to push them along. 
62 Sensing when people are ready to 
buy is a very important factor in 
105 selling. Here is the entire conversa- 
20... 109 tion which led to the sale of one 
- electric range. (The words may not 
be accurate, but the music is correct.) 
Kel- “We want”, said the couple, “to look 
» 40, 41 at an electric range.” “Well,” said 
110 Mr. Noonan, having looked them over 
and made up his own mind, “I know 
ina- you have confidence enough in me to 
48, 49 understand that if I ask you a few 
i 110 questions it is just to save us both 
=k Cover , : 
time. Is your house wired for a 
108 range ” “Yes,” said the couple. “Do 
47 you live within the city limits?” 
“Yes”. “One thing more—are you | 
89 ready to buy a range now or are 
you looking for some future pur- 
110 chase?” “Well, we’re moving in and | 
110 want a range within a day or two.” | 
k Cover “T don’t need to bother you with a | 
discussion of the merits of the range | 
109 we carry. I assume that if you could | 
find one at the right value you would 
107 be interested?” They thought they 
| would. “One more question,” said 
110 | Mr. Noonan. “Could you use a white 
106 | range? If so I have here a floor 
oy ~ | sample which is being sold at a 
~~ special reduction.” “Send it up.” was 
97 | the next remark made, after viewing | 
109 the range. 
Easy? Yes, but it would have been 
92 | easy, too, to have spent an hour or | 
| more “selling” that couple who did | 
7 OM | not need to be sold and to have con- | 
Be 55 | fused them so that in the end they 
108 went somewhere else to make up their 
110 | minds. “Just knowing what to say 
| and when to say it,” explains Mr. 
iv. | Noonan. That, in other quarters, is 
8! 


sometimes called the art of salesman- 
ship. 
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FARIES LAMP 


to meet every 
commercial need! 


mT 





NATURAL- 
LIGHT GUARDSMAN JR. 
Model 1999 Model 2242 
| List $11.00 List $11.00 


For 
EXECUTIVE & GENERAL OFFICES 







No. 141!/5 
List $9.00 





No. 153-A No. 10-000!/2 
List $4.50 List $6.00 


For 
FACTORY & MACHINE SHOPS 


q 
No. 2224 
List $10.00 


No. 1564 
List $9.00 








No. 1934 ss 


List $13.50 
For 
CLUBS-STORES-SHOPS & SCHOOLS 


No matter what your immediate need for supple- 
mentary lighting, you will find a lamp to meet 
that need in the Faries line. All Faries lamps are 
properly designed to give efficient illumination, 
and are made to stand hard, continuous use. 
Faries has been the accepted quality standard 
since 1880, and it is our policy to give greater 
value at standard prices, to offer better merchan- 
dise—more efficient—more durable than can be 
obtained elsewhere. You can sell any Faries prod- 
uct with confidence that it will give full satis- 
faction. 


FARIES MFG. CO. DECATUR, ILL. 


SSSSSESESSEEESSSSSRESESESEEEEEEE Ee eeee 
FARIES MANUFACTURING CO. 
and S& Robert Schwartz Div. 


DECATUR, ILLINOIS EM 
Please send me full information about your: 

0 Executive and General Office lamps 

(© Modern lamps for Clubs-Stores-Schools 

© Industrial brackets and special shades 


Mr 
Firm 
Street 


City State 
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LF atch the 
LH omen’s Magazines 


McCall’s Magazine 


The Adequate Wiring story cannot 
be told too often to homemakers and 
household electrical appliance users. 
Once more McCall’s brings home to its 
readers the need for good wiring and 
a sufficient number of outlets to get 
the best results from their appliances, 
in Kathleen Robertson’s article “The 
Sad, Sad Story of Mrs. Jones 

Three photographs illustrating an 
electric range and an electric mixer 
also make an interesting two column 
story on how to make a marshmallow 
meringue pie entitled “You'll Want to 


Try. . .” by Gertrude Lynn. 


Ladies’ Home Journal 


The range, waffle iron, toaster, cof 

“e maker, sandwich grill and retrig- 
erator, all come in for interesting 
treatment and use suggestion in Grace 
L. Pennock’s article “The Workshop 
Keeps House” appearing in the Feb 
ruary Ladies’ Home Journal 


‘ 


Woman’s Home Companion 


Dealers interested in the promotion 
of the electric dishwasher will be inter- 
ested in the article, “For Easy Dish- 
washing—Tools and a System,” by 
Elizabeth Beveridge and Ada Bessie 
Swann of the Companion’s Home 
Service Center. 

“Pancake Pranks” by Dorothy Kirk 
in the same issue gives a tempting 
variety of pancake recipes that can be 
cooked right at the table on an electric 
grill and served as the main dish for 
luncheons or suppers 


Good Housekeeping 


In the irticle “What Every Con- 


umer Needs” in February Good 


Housekeeping, the Institute tells in 
detail about the policy which governs 
its testing work and the award of the 
Seal of Approval—that no charge is 
made to manufacturers for testing, 
that no manufacturer is ever required 
to advertise in Good Housekeeping in 
order to get the Seal, and other facts 
which have made the Seal of Approval 
the impartial and dependable buying 
guide it is. 

In the same issue, “Parties After 
Christmas and Before Lent” suggests 
some unusually good ideas for enter- 
taining, including the use of table 
cookery devices. 

“First Aid For Family Finances” 
advises readers how to make both ends 
meet—an article that will be welcomed 
by homemakers who, perhaps, are try- 
ing to find a place on their budgets for 
that new electric refrigerator, ironing 
machine, portable roaster or other ap- 
pliances they need. 


House & Garden 


In a double page spread in the Feb- 
ruary Double Number the editors dem- 
onstrate that good hearty breakfasts 
can be prepared easily and quickly with 
the new table and buffet electrical ap- 
pliances. Old family favorites become 
new family favorites with the new 
automatic toasters which keep the 
slices moving, with handy toast and 
jam sets, buffet serverettes, warming 
ovens, table grills, new electric food 
mixers, table broilers and waffle mak- 
ers—all time and trouble saving. For 
dealers wishing to use this article as a 
basis for a dramatic window display 
of the new appliances, House & Gar- 
den will be glad to supply cards, 
mounted with reprints of the article 
itself or with selling ideas quoted from 
the issue. 
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“Look Chief! Sultan Karamul Ben Haassaan paid for his new Vac with this!" 
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The Merchandising Month 8y L. £. Moffatt... =. fl 


Review and Forecast........ cn. ae 


A quick glance at what happened in the sales and marketing of 
washers, ironers, refrigerators, ranges, water heaters, dry shavers, 
cleaners, small appliances, cooling equipment, electric sinks and 
dishwashers. 


10-Year Sales and Retail Value aioe ienccaill 
oi sinissen cnteiveaes a 


A breakdown of washer, range and refrigerator sales by states. 
I ei BS THs ois wis con cccss discos seccccsets, .. 


Saturation 


How Power Companies are Promoting Range Sales 2 


LOCAL MARKET DATA 


A series of market studies of various localities throughout the country 
as to comparative sales of major appliances and other important 


data. 
Alabama ..... eee een 76 Oregon & Central Washington. 60 
eee oe <a pie cate 
Birmingham, Ala. ... ere Re 51 
British Columbia ............. 65 Pittsburgh ... pada a eee 
SG Aon e-ik's os crodeciadinas 80 Phoenix ..... eT Te ee 
Burbank abnor eaaes 106 Portland, Ore. .. Sit aoe 
California-Oregon ............ Se I idemccksenassrce OO 
IIE higacntecaceecrenes 72 Reading and East Penna....... 70 
SD... ckine daxkeee aun CD GP. cesses Seo viet grote 
Denver .. io Sees, 4a 
El Paso .... .sesee-- 37 San Francisco .. i2icae ae 
Fresno ... Se a 00 - 65 
SIDE fcnivits Wiese inn acetate 37 Southern Colorado ........... 70 
Idaho .... ...« 32 Southern California . 46 
Kansas City eee sien aalacan 
ON re 45 St. Louis ..... ee eee, 
SNE oe C.6 opine womens 80 Tacoma vane eae een 68 
Minneapolis ee ee ell Serta herew nes 29 
eo diggs aKa eee! NE EEE ao ces vind cite's ok algae 63 
Mountain States ............. et Re 43 
EE (700s 2456 Dyatene wean Me) ME. gi ivkaapaviebaecs 67 
MY 02.0 canwadebeuelemenens 76 Washington, D. C............. 69 


News—Products, People, Plans.. 


The Product Parade 
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